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DUS Execunve: Suppose you could. 


pattern a printing plant to handle all your 
requirements. You'd make it flevible—to 
handle printing and lithography ethciently; 
comprehensive —to produce cartons, displays, 
literature and the many other forms of 
advertising that you utilize; creative—to be 


of real help in design and ideas. 


That’s just what we’ve done in the 
Brooks & Porter plant—made it to order 
for busy executives and advertisers. 


One phone call brings you this all-embracing 
service. An expert representative will tell 
you the most economical way to run a job 
...the creative staff will assist in its 
preparation and attend to all details... the 
huge battery of presses will quickly produce 
it...and the job delivered to you- in record 
time. That’s Brooks &° Porter service, all 


under one roof. 


Whatever your problems, consult us—no 
obligation. Write, or phone WAlker 5-9494 


BROOKS & PORTER, Inc. 


304 HUDSON STREET ” * . NEW YORK 
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WISE| AND 
POUND 
FOOLISH ae 


his name and fame on a product 










and then stints on the quality.” 





T\ Jake 







The amazing success of America's Food Industry has been 
built on rigid maintenance of the quality standard. And 






it is generally recognized that the only real economy is to 






protect that quality with the right wrapper. 






But the special character of wrapper must be determined by special 






character of product — and this is a matter for specialized science, 






adapting the Paper to the need. 








The scientists in KVP Laboratories have devoted years to the protection of 






different foods under all conditions of travel and climate. Such experience en- 

ables them to provide the wrapper which will give the maximum safety under all 
conditions. We invite a conference to determine the exact Protective Paper to main- 
tain your own high standards of quality. 


Kalamazoo Vegetable Parchment Company 
Kalamazoo - Michigan 
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® Following a practice estab- 
lished at its inception, MOD- 
ERN PACKAGING again pre- 
sents, in this August issue, a 
summary of opinions on deco- 
rative paper trends. The article 
appears on page 5/7. 


® The color plates used on the 
front cover illustration have 
been furnished through the 
courtesy of Stephen F. Whit- 
man & Son, Inc. The well-known 
"Sampler" package is and will 
remain as an excellent example 
of significant and appealing 
design. 
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ATIONAL Tubes measure 
up to the highest require- 
ments. The quality of materials 
used, in addition to careful 
processing and rigid inspec- 
tion, insures the uniformly high 
quality and added strength of 
National Tubes. 


NATIONAL COLLAPSIBLE TUBE CO. 


Providence, R. I. 
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The cap on the Williams Shaving 
Cream tube is our patented ‘'Cap- 
tive Cap" which cannot fall off 
when unscrewed. We also supply 
the regular metal or molded caps. 
May we have the opportunity to 
study your tube requirements? 
We will gladly submit sketches if 
desired. Samples of tubes are 
yours for the asking. 


“ai 
—e New York Office—331 Madison Avenue, Telephone Murray Hill 2-1745 Ei) 
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Twice as Fast at 


Half The Cost 


A Redington Machine Doubled The 
Wrapping Efficiency in Bromo Seltzer’s Plant 





N a recent editorial, The Chi- 

cago Daily Times made this 
significant statement: that there was 
$10,000,000,000 worth of obsolete 
equipment in use in American in- 
dustries which ought to be re- 
placed to get the highest possible 


efficiency. One progressive or- 
ganization, the General Electric 
Company, over a period of 3 years, 
has replaced $49,000,000 worth of 
old machinery with $43,000,000 
worth of up-to-date equipment, in 
spite of drastically declining sales. 


“If It’s Packaging—Try Redington First” 





An example of such farsighted- 
ness in the packaging field is the 
Emerson Drug Company, producers 
of Bromo Seltzer. Two old type 
machines for wrapping the 3 ounce 
bottle have been replaced by one 
Redington. It wraps an_ insert 
around the bottle, then puts on an 
outside wrapper with twice the 
speed of the old types. Only half 
the number of operators and half 
the floor space are needed—half 
the operating cost. 

Today scores of other producers 
of packaged products are replacing 
obsolete machinery with improved 
types. In many cases the Reding- 
ton Engineering Staff is working 
with their executives. This service 
is at your disposal, too. Whatever 
the problem— 


F. B. REDINGTON CO., Est. 1897 110-112 So. Sangamon St., Chicago, IIl. 





REDINGTON 


Packaging @e¢ 








Maehines 


Economical for Packaging—Cartoning—Labeling— Wrapping 
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Eagle presents their new pen and 
pencil sets in the inimitable 
Krause- designed -and-produced 
Krausewraps. 


RICHARD M. KRAUSE, INC. 
304 EAST 23rd STREET NEW YORK 


MODERN 


PACKAGE 
DECORATION 
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MOLDED PACKAGE INNOVATIONS 
- 8 BY COLUMBIA a" 


Among the package innovations developed by our Molded Products Division are two 
containers embodying radically new ideas in construction and material, which are 
destined to have a tremendous influence on the packaging and merchandising of many 
products. 


One of these containers is especially adapted for confectionery products, and the other 
for cosmetic creams. 


They exemplify the creative ability of our organization in producing containers of 
greater distinction and sales effectiveness. Full information regarding these new types 
of molded containers will be sent on request. 


COLUMBIA PHONOGRAPH GO., ING. 


Molded Products Division 
Bridgeport Gonnecticut 
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Hundreds of leading brands of packaged foods now 
carry this Keymark on their wrapper. This nationally 
advertised symbol of wrapper protection comes in 
two sizes ... 84 inch or 1 inch high. It will be in- 
cluded anywhere on your printed wrappers, at no 
extra cost. It is a simple, effective way of telling your 
customers that your product is carefully protected. 


Appearance amd 
flavor build 
REPEAT SALES 


Come down to the absolute facts of selling packaged food 





and you realize just two things: People, first, buy a food 
because they like the package. And second, they go on 
buying it because they like the product—it tastes good. 

Therefore, if you, first, preserve and protect the appear- 
ance of your product, you are half way toward the big 
profits of popularity. If, second, you preserve and protect 
the flavor of your product, you go the rest of the way to 
complete success—provided only that your faith in the 
flavor and the appearance of your product is justified in 
the first place. 

How, then, make sure of appearance and flavor when 
your product reaches the consumer? Only by an insoluble, 
grease-proof wrapper! 

Paterson Genuine Vegetable Parchment is absolutely 
insoluble—even in hot grease or boiling water, repeatedly 
drenched! It is grease-proof—tasteless—odorless! Peels 
away cleanly from greasy or moist foods. And it is nation- 
ally advertised to help you sell your product—readily 
identified by the famous Keymark. Paterson Parchment 
Paper Company, Passaic, N. J. Sales Branches: Chicago, Ill. 


and San Francisco, Cal. 


PATERSON Genuine VEGETABLE PARCHMENT 


Commercial Patapar 


The Insoluble, Grease-proof Wrapper for Quality Products 
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GLASS -: THE IDEAL CONTAINER 


eens of its enticing transparency, its 
corrosion resisting nature, glass is rec- 
ognized as the ideal container for drugs, 
pharmaceuticals and proprietaries. 
Kimble Glass Vials — because of their 
flawless transparency, their unblemished 
clearness and fine construction—reflect de- 
cisively the high quality of the products they 
contain. Kimble Vials—vused at the rate of 
216,000,000 a year—are the only auto- 
matic-machine-made vials on the market. 


Their lightness in weight, their straight, even 
walls, their smooth reinforced bottoms, all 
contribute to fine appearance and outstand- 
ing sales appeal—factors vitally essential to 
profits in drug and pharmaceutical products. 


“ “« ~ 


Leading manufacturers continually depend 
upon Kimble to help solve their glass pack- 
age and closure problems — a valuable 


service that obligates you in no way. 


K I MBLE GLASS COMPANY 





VINELAND, 


NEW JERSEY. 


K BRANCH OFFICES: — New York, 1440 Broadway; Philadelphia, 1616 Walnut Street 
Boston, 131 State St.; Chicago, 23 N. Desplaines St.; Detroit, General Motors Bldg. 
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A SHAKER TOP TO SHAKE UP SALES... 








NE of the best arguments for 
O using Durez is that the 
largest users repeat! Scores 
of nationally known concerns 
first adopt the perfect molding 
compound as a closure for 
one container, and then find it 
so satisfactory that they im- 
mediately run it on the rest of 
the line! 

“The double-purpose Durez 
Closure has stimulated many 
favorable comments,” writes 
F. H. Keeler of E. R. Squibb & 
Sons. This unique new combina- 
tion permits Squibb’s Oral Per- 
borate to be applied directly to 
a moistened tooth-brush through 
the small top closure. Or, the 





lower closure can be removed 
and used as a measuring cup. 
Squibb decided on Durez for 
this package simply because 
Durez closures proved so success- 
ful on other Squibb packages, 
some of which are illustrated here. 

What Durez has done for this 
concern it can do for you. Durez 
caps, strong, hard, tough, screw 
down tightly without binding. 
They add a crispness, a freshness 
to the package that means inter- 
ested customers. They make a 
package smart, modern, colorful. 
They come in many beautiful 
shades. 


SQUIBB 


DOES IT AGAIN WITH 








Squibb, Orphos, Ambrosia, 
Parke-Davis, Astring-o-sol, 
Barbasol, Johnson & Johnson, 
Dr. West, Iodent, Listerine, Palm- 
olive, Dorothy Gray—these are 
a few of the leading concerns 
who use Durez for closures, trays, 
jars, containers of all descriptions. 
Let us show you how Durez will 
fit into your plans. Write to 
General Plastics, Inc., 81 Walck 
Road, North Tonawanda, 
N. Y. Also New York, Chicago, 
San Francisco, Los Angeles. 


DUREZ 


Reg. U. 8S. Pat. Off. 
THE PERFECT MOLDING COMPOUND 
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SNAP-TITE PAPER GANS 
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(TRADE MARK) 


Ideal for Food Products 


Made of tough, strong, carefully selected pure Sulphite Pulp, to 
withstand boiling water or coffee and frozen liquids. Snap-Tite 
Paper Cans are remarkably sturdy as well as economical—guar- 
anteed odorless and tasteless. Snap-Tite Paper Cans have pli- 
ability, yet are free from warping and still have rigidity where 


it is needed—for example—cover and bottom construction. 





Snap-Tite covers have a new feature—easy to put on and easy 
to take off, and yet tight enough to prevent absolutely any leak- 


ing. No squashing in of side walls to jam on cover necessary. 


Snap-Tite cans are particularly suitable for packaging such 
products as: coffee, tea, cereals, rice, flour, baking products, 
cocoa, lard, butter, cream, cheese, dried fruits, oysters, clams, 


pickles, meat products, ice cream, ete. 


Write for samples and full particulars. 
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AUTOMATIC 
SCREW CAPPING 
MACHINE a 


DESIGNED to meet neh aaa 


in caps and containers 


From experience gathered in 14 years building screw capping 
equipment this machine has been created to meet modern 
changes in cap and glass design. It has been designed to take 





PNEUMATIC MACHINES 


Carton Feeders—Bottom Sealers 
—Lining Machines — Weighing 
Machines (Net and Gross)—Top 
Sealers — Wrapping Machines 
(Tight and Wax)—Capping Ma- 
chines—Labeling Machines — 
Vacuum Filling Machines (for 
liquids or semi-liquids)—Auto- 
matic Capping Machines—Auto- 
matic Cap Feeding Machines— 


a wider range of sizes and shapes of bottles. It handles all 
types of decorated metal and plastic screw caps, and it seats 
the closure at high speed to a definite, predetermined tension 


without breakage of glass or marring the caps, 


It is compact and so balanced that it can be moved from sta- 
tion to station with ease. It is the only high speed rotary 


Tea Ball Machines 
capper ever built which can be mounted on a portable base, 


Changes from size to size can be made with a minimum of 


accessories, time and effort. 


N EU MATIC SCA LE Safety devices have been installed to guard the mechanic 
ACKAG Hl NG MACH IN ERY against accident. A no-cap-no-bottle stop makes it impossible 


Standard Automatic Machine Division to send thru uncapped containers with the chance of grind- 


PNEUMATIC SCALE CORP.,LTD., 71 NEWPORT AVE. : ; — 
NORFOLK DOWNS (QUINCY), MASS. Ing glass into the product. A no-bottle-no-cap safety elimi- 
Branch Offices in New York, 117 Liberty St.; Chicago, 360 North Michigan Ave.) nates the waste of dropped caps. Write for more complete 


San Francisco, 320 Market St.; Melbourne, Victoria; Sydney, N. S. W. and 


Trafalgar House, No. 9 Whitehall, London, England information, —- 
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THIS TEAM WILL CUT YOUR 
CARTON-SETTING-UP COSTS! 


Why set up your lined cartons by hand (which is inefficient and 
costly) when you can get two low-priced automatic machines like these 
that will do the work for a fraction of your present costs. 


The machine on the left is the Peters Jr. Forming and Lining Ma- 
chine. Adjustable, efficient, speedy. Pays for itself quickly. Does the 
work of four hand-operators. 


On the right is the Peters Jr. Folding and Closing Machine. Can 
be hooked up with the forming and lining machine. Operates at same 
speed as the other machine. Takes up but little space, and is very low 
in price. 


We'll gladly send you a descriptive folder and full particulars. 





















































PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 4700 RAVENSWOOD. AVE 
CHICAGO.U.S.A JEON 
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wk THE point of contact, that one crucial second when 
your product comes face to face with its prospective 
buyer, the label must get in its work. That's the moment when 
your story must be told, and told clearly and emphatically, for 
there's no second chance when a sale is lost. That's when your 
label manufacturer's ability to design and produce a label 
that's right comes into play. 
Durand-McNeil-Horner took no chances when they adopted for 
the first time a vacuum packed glass jar for their None Such 
Brand of coffee. Walker Wynekoop was chosen to design and 
manufacture the label to put the new package across. 
How well they succeeded is shown by the label and jar on 
this page. 
Whether you are using a new label or whether you want to 


change and improve the old one, the same ability, economy, 
and versatility that served Durand-McNeil-Horner is yours for 


the asking. 








Write for samples and quotations. 


WALKER WYNEKOOP CO. 


Modern Seals and Labels 
300 W. Austin Ave., CHICAGO, ILL. 




































































AUGUST, 1932 13 





COLOR IS THE SECRET 


OF SUCCESSFUL PACKAGES 


HETHER your product is packaged in a carton, a 
bag or a transparent wrapper, color plays a major 
role in its effectiveness. 

It is color that arouses consumer-interest, gives the 
package eye-appeal and imparts to it a quality-atmos- 
phere... all of which are of vital importance in present- 
day merchandising. 

Transparent cellulose, which is becoming increasingly 
popular for wrapping products, offers unlimited pos- 
sibilities for the use of effective advertising in striking 
colors. 

Examine the specimen on opposite page (Syiphrap 
Transparent Cellulose, printed by the Daniels Mfg. Co., 
Rhinelander, Wis.) and notice the splendid printing 
qualities of Levey Inks made especially for use on this 
material. 

Our Service Department will gladly cooperate with 


you in solving any of your printing ink problems. 


SPECIFY LEVEY INKS 





FREDERICK H. LEVEY COMPANY, Inc 


59 BEEKMAN STREET, NEW YORK, CHICAGO OFFICE—22! EAST 20th STREET 
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PRINTED WITH 


LEVEY 
INKS 


specially made 
for reproduction 
on transparent 
cellulose 
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PRINTED BY 
DANIELS MFG. CO. 
>a RHINELANDER, WIS. 
ON 
SYLPHRAP 


MFD. BY 


SYLVANIA 
INDUSTRIAL 
CORPORATION 
Ma) NEW YORK, N. Y. 
HAMPDEN GLAZED "PAPER 
& CARD CO. 
\ 


7 ~_\ H. LEVEY COMPANY. Inc 





4 


/ 59 BEEKMAN STREET, NEV 
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Speeding Up Slow Sales 


@ Right now there are a lot of 
good products whose sales pro- 
gress is marking time. If yours 
is one of them, ask yourself this 
question: 


Would not a new package 
stimulate sales? 

We havea special line of bottles 

which combine that 

“hand-blown” air 

withthe moderatecost 


achieved byan unusual co 


OnIzed machine process. Some 
of the designs are illustrated in 
this advertisement. An Owens- 
Illinois service man will be glad 
to show you these and others. 
Or, if you prefer, let us know 
your package problems and we 
will be glad to send you samples 
of these new containers especi- 
ally suited to your 
needs. Owens-Illinois 
Glass Company, 
Toledo, Ohio. 


ERS 


OWENS-ILLINOIS 


BOTTLES AND GLASS CONTAINERS 
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that Gleam and Scintillate 
SELL FASTER! 





F all the methods used to enrich the appearance of 

packages and enhance their appeal, none is as effec- 
tive as the brilliant, gleaming decoration obtainable with 
Brighten Roll Leaf stamping. 


This unusually beautiful form of package decoration 
can be had at a surprisingly low cost, due to the economical 
method of its application. The stamping and embossing 





is done in one operation at about the same speed as printing. 


The gorgeous effects obtainable in this way will increase 


the appeal of your package many-fold. 


Investigate the possibilities of Brighten Roll Leaf deco- 
ration. Write for samples of gold, silver and metallic 
stampings and the names of printers equipped to do this 


process. 








WZ THE H. GRIFFIN & SONS COMPANY f 


Brighten Leaf Division 
65-67 Duane St., New York, N. Y. 
BOSTON: 222 Summer St. CHICAGO: 701 So. Dearborn St. 





Paper Courtesy A. M. Collins Mfg. Co., Phila., Pa. 
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These handsome Bakelite Molded cases 


make one QTOSS a selling unit 


Here is a utility-case packaging scheme that merits 
study. It was originated for a manufacturer of dental 
burs, ordinarily sold a few small packages at a time. 
Every part of these cases is formed of Bakelite Molded. 


The small individual blocks for six burs; the bases, 
each holding a full gross; and the tray for the larger 
package, with compartments for four bases, all are 
accurately formed of lustrous black Bakelite Molded. 
The attractive two-tone red covers, with richly em- 
bossed panel and trade-mark medallion are also of 


Bakelite Molded. 


BAKELITE CORPORATION, 247 Park Avenue, New York, N.Y.. 
LIMITED, 


BAKELITE CORPORATION OF CANADA, 


The registered trode marts shown obove 


@omsochwed by Batelte Corporation Under the coptal “8” 6 


MATERIAL 


Many prominent manufacturers have found it profit- 
able to adopt style containers made entirely of Bakelite 
Molded. Lustrous, colorful beauty; adaptability to fine 
design, and secure protection admirably suit the ma- 
terial to this use. It may be easily formed into exclu- 
sive and patentable designs that will identify your 
product and protect your customers against substitution. 
We invite you to send for a copy of booklet 8C “Re- 
styling the Container to Increase Sales” in which you 
will find information and helpful illustrations and 


descriptive matter. 


ee 


-635 West Twenty-Second Street, Chicago, III. 


163 Dufferin Street, Toronto, Ontario, Canada 
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BAKE LITE 


THOUS AN D USES 
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TICKING OUT PACKAGES 


Smoothly and Quietly as Your 
Watch Ticks Off Seconds 


@ That marvelous machine you carry in your pocket— 
your watch—is a model of efficiency, smoothness and 
silence. If ever a big automatic packaging machine 
could be called watch-like, it is the Johnson Automatic 
Cellulose Wrapping Machine. In relative proportion 
between their sizes the Johnson Automatic is more 
silent and smoother even than your high grade watch. 
And you could mark the passage of time by watching 
the packages flow out regularly on its delivery table. 
Its efficiency is, of course, a matter of fine uniformly 
wrapped packages at low cost. Equipment can be fur- 


nished for regular commercial sealing or the all-over ait- 


J C) H N S C N tight seal if moisture-proof cellulose is used. Send the 
coupon for an interesting description of this machine’s 


features. 


@ E L L U L O S E JOHNSON AUTOMATIC SEALER CO., Ltd. 


Battle Creek, Mich. 


WRAPPING MACHINE (Subsidiary of the Battle Creek 


Wrapping Machine Co.) 









Three fixed size ranges, or in special ad- 
justable models. Also for waxed kraft 
paper wrapping. 












Johnson 
Automatic 

Sealer Co., Ltd. 

Battle Creek, Mich. 
Please send a_ de- 
scription of what the 
Johnson Cellulose Wrap- 
ping Machine can do in 
our patkaging department. 

(] We are interested in the 
following other packaging 
machines ... : hivesbess 















ES Oi viata Ue PRA Bat Ro 
Company 


Address 


Siate MP-8-32 
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NEW 
ATTRACTIVE 
EXCLUSIVE 













Patents 
Pending 


W ai the coming of Fall and the 
Holiday seasons your consuming 
public will welcome the advent of a new 
and different type of high class con- 
tainer, ideally suited for packaging such 
products as pastes, creams, dyes, etc. 
Decidedly distinctive, it will appeal to 
the fastidious woman who objects to 
the messy appearance of present type 
packages, to the man because of its 
solidity and practical value. 


The new Allen & Hills container is molded 
of colortul plastics, is rigid, and fool- 
proof in use. 

Assume the initiative and profit by being 
the first to show this totally different 
style of container. Samples sent on re- 
quest. We invite your inquiries and urge 
immediate action for Fall success. 


ALLEN& HILLS, Inc. 
AUBURN, NEW YORK The only box with the patented molded hinge 
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Packomatic Carton Sealing Machine and Net Weight Scale installed 









recently at Fisher Brothers Company, Cleveland, Ohio. This equip- 


ment is handling 60 perfectly sealed cartons of coffee per minute. 


An outstanding feature of this machine is the rotating and continuous | | N 
action, which warrants smooth operation and low maintenaace. 


New methods that mean economy and efficiency 
you can’t disregard, they are here in greater 


quantity every year, but you can utilize them. 


Often old methods of handling and sealing cartons 
and shipping containers cost you more each year 
than would the installation of Automatic Equip- 


ment. Why not make the additional profit? 





Packomatic machinery means lower maintenance 


PACKOMATIC COUPON FOLDER nomen Th 
AND FEEDER, SPEED 110 PER MINUTE costs. It is easily adjustable or convertible for ( Pr 
This machine in addition to feeding coupons various sizes of cartons and shipping containers. is 
for package inserts carefully folds them be- | spe 

ve 


fore inserting. All operations are automatic 
and perfectly controlled by the container Let a Packomatic Engineer help you, without 
equally efficient with cartons or cans. P b : Z ss 
obligation. Write—Wire or Phone, we will mect 
Other models with sp-ed. of 60 or more per 


minute. you any time—any place. 


PACKOMATIC 


PACKAGING MACHINERY i 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS M 


Branch Offices: NEW YORK CHICAGO ST. LOUIS CLEVELAND LOS ANGELES Cl 





20 MODERN PACKAGING 








ha ae 


LTP) 





The old and customary way of lock-up .. 


. Thirty-one inaccurate, loose pieces, 


consisting of a springy, easily warped chase, wood reglets, spacers, slugs, lead 


bearers and Hemple quoins. .. 


| jim 
y 
IN NVESTIGATE 


THE HIGHER QUALITY AND 


LOWER PRICE ADVANTAGES 


The new PRECISION way . . 


. rigid steel chase, steel, 


type-high, ground bearers and self-contained and align- }}—> 


ing quoins .. 


This is the Claybourn 
Five-Color High Speed 
Precision Rotary Press 
in operating position. It 
is built in two sizes 46% 
x 71 and 38 x S2. Its 
speed is upwards of 3000 
five color sheets per hour. 





. total five loose parts ... 


all PRECISION! 


OF BUYING 


FROM THE 





CLAYBOURN-EQUIPPED 


The equipment and capabilities of the Clay- 
bourn-equipped printer merits your serious 
consideration ...He is equipped with precise, 
accurate machinery that enables him to per- 
form each step of production in a manner 
that assures you, the buyer, the utmost quality 
at low production cost... Claybourn Chases 
in his composing room assure precision lock- 
up and the elimination of basic errors which 
increase his make-ready costs . . . Claybourn 
High Speed Precision Presses in his press 
room reduce his make-ready costs in that 
department and permit the printing of as 
many as five colors simultaneously, at high 


The CLAYBOURN 


METHOD OF PRECISION PRINTING... WITH 
CLAYBOURN PRINTING & PLATE MAKING EQUIPMENT 


everything to defeat precision rigid lock-up. 





PRINTER 


speed, with perfect register . .. Why pay for 
the mistakes of an industry? Buy from the 
Claybourn-equipped printer—get the advan- 
tages of Claybourn precision production with 
its high quality and low cost advantages. 


% 


CLAYBOURN PRINTING AND 
PLATE-MAKING EQUIPMENT 


Claybourn Chases, because of their rigid strength, close 
finely ground tolerances and few parts, prevent dis- 
tortion of the forms and permit accurate, precision 
lock-up . . . Claybourn Precision Hooks and Bases are: - 
accurately ground, lock plates securely and save regis- 
ter time . . . Claybourn Proof Presses are Precision 
built and accurately proof flat and curved plates, single 
or multi-color . . . Claybourn Combination Lead 
and Mat Molding Presses, Claybourn Combination 
Roughing and Shaving Machines, Claybourn Plate 
Shaving Machines, and Claybourn Non-Stretch Plate 
Bending Machines provide the electrotyper and stereo- 
typer with complete equipment for the production of 
flat and curved precision plates . . . Claybourn High 
Speed Precision Rotary Presses are built ina wide range 
of sizes and print from one to five colors simultaneously. 


Send for Your 
Copy of this 
Brochure 
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CRAFTSMEN IN 


APOLLO METAL. 


OUR package can have all the style, 

all the individuality and sales appeal that 
the most ambitious manufacturer could wish 
for its product. These magnificent containers 
fashioned of Apollo Metal, are dominant 
sales producers when made by The Milwaukee 
Paper Box Co. 
Confectionery, jewelry, novelties, cigarettes, 
hosiery, stationery, in fact any of a multitude 
of different products, may be displayed and 
sold as never before in Milwaukee's Apollo 
Metal Boxes. 





Judging their value by their tremendous ap- 
peal and effect on sales, Apollo Metal Boxes 
are decidedly inexpensive. 


A newly developed automatic machine for 
the making of these boxes is your guarantee 
of quantity and prompt delivery. 


Investigate Apollo Metal Boxes for your own 
product. Let us prepare a special box for 
you; compare it to anything you have ever 
seen—then you decide if you can afford to 
overlook this new opportunity. 
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THE MILWAUKEE PAPER BOX CO. 


"Brain Built Boxes’ 4 
MILWAUKEE WISCONSIN ; 


GAN 
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APOLLO 


LEADS THE 
NEW MODE 








A New Beauty 
and Charm in Set-up 
Paper Box Coverings that 
Give Boxes Unusual Utility Value. 


Apollo Metal makes available to the pack- 
aging industries, boxes of real distinction. 
An infinite variety of designs can be repro- 
duced on this remarkable metal, making 
amazingly beautiful effects. 


Any set-up box maker can fabricate boxes 
of Apollo Metal. Specify it for your holi- 
day boxes and profit by its irresistible eye- 
appeal. 


Samples of Apollo Metal will gladly be 
sent on request. 





APOLLO METAL WORKS, LA SALLE. ILLINOIS 
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More and moré 
are being wrapped 1 






od 
Some of the Scores of | » 
Textile Products that can | " 


be merchandised to ad- 


vantage in SYLPHRAP | , 





Sheets Handkerchiefs | S 
Pillow Cases Gloves | 
: Blankets Lingerie 
Table Cloths and Garters 
Napkins Hosiery : q 
Doilie Sets Towels " 
Shirts Face Cloths . 
Collars Dress Shields 
Pajamas Suspenders 
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¢extile products 
i SYLPHRAP 
: (Transparent Cellulose ) 


Because of its Colorless Clarity and Strength 


Textile products are now demanded by purchasers wrapped 
in transparent cellulose. Manufacturers of textiles on investiga- 


tion have found that SYLPHRAP has colorless clarity unsur- 


~ | passed and above all, it has strength. 
@ 
‘ Moreover, its protective qualities are saving thousands of 


dollars annually for retailers and manufacturers by reducing to 
a minimum the losses heretofore caused by dust, dirt, and soil- 
ing occurring from handling when products were not wrapped 
in this protective material. 

Our service department will gladly offer suggestions for the 
most practical and effective form of wrapping for your product. 


Samples and full information sent on request. 


SYLVANIA INDUSTRIAL GORPORATION 


Executive and Sales Offices: 122 East 42nd Street, New York, N. Y. 


Works : Fredericksburg, Va. 
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ANNOUNCEMENT 


H. R. BLISS CO., INC. 


and 


LATHAM MACHINERY CO. 


now consolidated into 


BLISS-LATHAM CORPORATION 


Manufacturers of 


BOX STITCHERS BOOK STITCHERS 
PORTABLE STITCHERS PERFORATORS 

ADHESIVE SEALERS PUNCHES 

BOX-MAKING EQUIPMENT CORNER CUTTERS 

SPECIAL MACHINERY BOOK-BINDING MACHINERY 


BLISS BOXES 


& 


GENERAL OFFICES: NIAGARA FALLS, N. Y. 


New York Office: Chicago Office: 
28 West 23rd Street 1143 Fulton Street 


Sales Offices or Agents in Principal Cities 











HR 
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The term 
“Paper ‘Bag si 


is no longer confined to the 
old reliable brown sack your 
grocer uses. 


If you want a package that 
is different (yet inexpensive) 
. .. perhaps something that 
hasn’t been done before, or 
that you didn’t know could 
be done... . tear off the card 


below and let us help you 
work it out. 
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Trees and Tees 
Pop Corn and Pills 


. . these things . . . and hundreds of others 























in great variety ... are fastened . . . mounted 


. or made more salable with Bostitch. 







Visitors to the Bostitch Sample Museum are 
amazed at the number of products that have 
found Bostitch the answer to a sealing or 


mounting problem. 


If you will send us samples of your packages 







or an outline of your plans, we can quickly 
tell you if and how we can be helpful. Any 


obligation will be ours. 
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BOSTITCH 


THE MODERN METHOD OF FASTENING 
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BOSTITCH SALES COMPANY, East Greenwich, R. I. 





Two Bostitch Folders for your files for the asking. Please check and fill out coupon. 
Bostitch, the Modern Method of Fastening 1 Guarding Against Profit Thieves [J 







GUARDING 
against 

oeecevecceccceseccessceces Oo eeeereeeeeseeceesceresscccessoccsssosccesoees PROFIT 

THIEVES 







Name 














Address 
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Packaging is today a vital sell- 

ing factor in most lines of mer- 

chandise. The succeeding five 

features are sales-building values. 

Put MASTER METAL CARTONS to work for you. 
Leading manufacturers use them successfully—you 
can too. 4. ATTENTION VALUE—tThe flash and 
sparkle of MASTER METAL CARTONS is unequaled 
in attracting and holding attention. Customers sel- 
dom fail to spot a foil package. 2. QUALITY 
VALUE—There is an inherent quality to the clean, 
ever bright, sanitary surface of MASTER METAL 
which silently suggests the quality of your merchan- 
dise within. “& PRODUCT PROTECTION—MAS- 
TER METAL CARTONS provide absolute product 
protection (when suitably constructed) from moisture, 
air, odor, and vermin. Repeat orders are assured— 
your merchandise always reaches your customer in 
the best condition possible. MASTER METAL can be 
had either inside or outside of the carton. 4. NON- 
FADING —- NON - TARNISHING — MASTER METAL 
CARTONS always retain their bright silvery appear- 
ance, thereby insuring 100% eye-appeal at all times. 
You need never fear package staleness for MASTER 
METAL neither fades nor tarnishes ever. %. INEX- 
PENSIVE — Considering the sales-values MASTER 
METAL CARTONS add to a product, the wonder is— 
not how much they cost, but that they cost so little. 
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Compare the samples on this page with any ordinasy 7 






printed or processed label. Note the brilliant sheen ue) Va 
of the metal, the clear cut impression of the dies, the , 













richness of color, and then realize that these selling 
factors can be applied to your own label at very low cost. Prices 
never have been lower. Bear in mind that Metal Labels do not 
tarnish and do not fade. Your package always appears fresh and 


sparkling. Always doing a 100% selling job. 


Most craftsmen, like ourselves, use MASTER METAL label stock 

in the manufacture of sales-winning seals, labels, and tags. When- 

ever you buy Metal Labels be sure to specify MASTER METAL 
sity LABEL STOCK. Perhaps you would welcome suggest- 
f ions directly applicable to your packaging problem. 
If you will send your present label, or a rough sketch 


ue 
a? 


of an anticipated one, and tell us your usual purchasing 
quantities, we will gladly send you sketches of MASTER 
METAL LABELS with prices. We know you will be 
pleased with both the suggestions and prices. This, of 
course, places you under no obligation to purchase. 
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SHAMPOO Y 


REO CHEMICAL cog 
NEWARK. Nid. y 








Cellophane - Glassine - Paper 


ENVELOPES 


Filled Aceurately . . . No Breakage 
Sealed Seeurely ... No Sifting 


ON S &S FILLING and SEALING MACHINES 


Various Quantities Various Speeds 
from Y, oz. up e 
















from 15 to 100 per minute 


SEND US SAMPLES 
OF YOUR PRODUCT 


ee - we will gladly send 
you complete details... 





Besides the machine described above, vari- 
ous types or combinations of S & S Filling 


Machines can be furnished to suit your 
products. Ask us for complete information. S TO KK ts «SM | T | © 
PACKAGING MACHINERY * PAPER BOX MACHINERY 


Frankford, Philadelphia 
British Office: 23, Goswell Road, London, E C 1 
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RAREWOOD 


“ FINE BOXES MADE 
STILL FINER! 


In addition to the exquisite charm 
imparted by Rarewood Boxes—due 
to the selection of woods of rare 
grains not usually encountered in 
commercial boxes—we add 


RAREWOOD CARVED BOXES 
fit to grace the board of a Cellini— 
the toast of a craftsman of Duncan 
Phyffe calibre. These boxes will 
prove to be the necessary self- 
starter for your holiday and all 
year round sales. 











The recipient of a Rarewood Box 
packed with your product will ex- 
perience the thrill of possessing a 
two-fold gift—the product and the 
container—a _ sales formula that 
can't be overlooked. 


If you are looking for a solid, sub- 
stantial container—with the charm 
that only is obtainable in rare woods 
and finishes, then write for samples 
of Rarewood Boxes. 











VENEERED 


PRODUCTS 
CORPORATION 


148-154 Louis Street 
GRAND RAPIDS, MICHIGAN 
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START wz the 
Bigk: \ABEL 


T is not always practicable to 
change an entire line of pack- 
ages or containers at one time. 
It costs money to make a clean 
sweep, to throw away stocks al-_ 
ready on hand, Why not make the 
change gradually? Begin with the 
‘ ied 1eapest part of 


IBBITTS-HewiTT 
staveuToes 
ST. Louis, wo 


THE FOXON COMPANY gag 
mekers of fine seals and labels 
227 WEST PARK STREET Bae 


PROVIDENCE, R. |. 
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PENNSYLVANIA COLLAPSIBLE TUBE Co., 
WILLIAMSPORT, PA. 


Please send me sample tube (size 


together with prices on 


MODERN PACKAGING 


for your 
sampling campaign 


If you make a product that is or can be packaged in tubes, 
this is a particularly good time of the year to begin your sampling 
campaign. 

We specialize in the manufacture of small and medium size 
tubes and have special facilities for producing them (plain or 
lithographed) in large quantities. 

Send us one of your standard packages and we will submit 
to you specimens of tubes suitable for sampling your product. 


PENNSYLVANIA 
Collapsible Tube Co. 


WILLIAMSPORT $2 PENNA. 


E. W. KING, A. C. DRURY & CO., 
285 Madison Ave., N. Y. City 106 E. Austin Ave., Chicago 
S. J. KEIFFER, 
1014 Locust St., St. Louis 
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=y~ HE Continental Representative skilled in “Pack- 

aging to Sell,” offers the knowledge and ex- 
perience gained thru many years of helping 
solve the package problems of many diversified 
businesses. 

He also offers the advantages of Continental's 
large resources—38 plants strategically located 
from coast to coast... sales offices in principal 
cities . . . completely equipped research and 





development laboratories ...a skilled organiza- 
tion of engineers and designers—all “Partners 
in the Business,” with a deep personal interest in 
serving you well. 

You will find it to your advantage to consult a 
Continental Representative. Write, wire or phone 
the sales office nearest you. 


“It's Better Packed in Tin“’ 






































WRITE—WIRE—PHONE 
The Sales Office Nearest You 


Baltimore, Md. 
3500 East Biddle St. 
Wolfe 9700 


Boston, Mass. 
131 State Street 
Hubbard 7172 
Chicago, Ill. 
4622 West North Ave. 
Spaulding 8480 
Cincinnati, Ohio 
2510 Highland Ave. 
Jefferson 2201 


Denver, Colo. 

3033 Blake St. 
Tabor 4261 
Detroit, Mich. 

1900 East Jefferson Ave. 
Fitzroy 3292 
Houston, Texas 
Room 910—Second National 
Bank Building 
Preston 8674 
Jersey City, N. J. 
16th & Coles Sts. 
Montgomery 5-4700 
Kansas City, Mo. 
Guinotte & Lydia Aves. 
Victor 7250 


LET AN EXPERIENCED 


ONTINENTAL 


REPRESENTATIVE HELP YOU WITH 
YOUR PACKAGING PROBLEMS... 


Los Angeles, Calif. 
3820 Union Pacific Ave. 
Angelus 7111 
Nashville, Tenn. 
500 Benton Avenue 
Phone 6-6682 
New Orleans, La. 
521 North Scott St. 
Galvez 4145 
Omaha, Neb. 
8th and Dodge Streets 
Omaha 1387 
Passaic, N. J. 

217 Brook Ave. 
Passaic 3-2115 
St. Louis, Mo. 

P. O. Box 1242 
Bridge 3550 
Wheeling, W. Va. 
Wheeling Steel Corp. Bidg. 
Wheeling 3900 
New York City, N. Y. 
100 East 42nd St. 
Ashland 4-2303 
San Francisco, Calif. 
155 Montgomery St. 
Garfield 7890 


CONTINENTAL CAN COMPANY, INC. 


NEW YORK: 100 E. 42nd St. CHICAGO: 111 W. Washington St. SAN FRANCISCO: 155 Montgomery St. 
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_ IS another sample of 
“plus” packing protection—Packer’s Scalp- 
tone, a new product of the Packer Manufac- 
turing Co. of New York. This package uses 
both Billowpak and Kimpak: Billowpak 
around the sides to hold the glass bottle 
firmly in place and Kimpak around the 
neck of the bottle. The Kimpak absorbs 
16% of its weight in moisture thus giving 
protection to other mailing pieces in case of 
leakage. Packer finds this an ideal, economical 
method of packing that prevents breakage 
and consequent loss and replacement in 
individual mail shipments. 

This type of packaging saves money in 
time and labor and its effect on the ultimate 
consumer is highly gra- 
tifying. 

More and more com- 
panies are adopting 
Billowpak and Kimpak 
Crepe Wadding for these 
reasons. Let us tell you 
how we can help over- 
come your packing 
problems. 

Mail coupon for full 
information or better yet 
send us a sample of your 
product. We will gladly 
give you free of charge, 
the recommendations of 
our packing experts. Mail 
coupon and sample today. 


impak 


REG. U.S. PAT. OFF. I FOREIGN COUNTRIES 


Crepe Wadding 


PACKING PROTECTION 
PLUS SAFETY 


..: plus economy...Wwith beauty 
























































Packer’s Scalptone, a new hair preparation. Cut- 
away view shows how Billowpak and Kimpak are 
used for “plus” packaging protection for individ- 
ual mail shipments. Billowpak is the only corru- 
gated material that is highly moisture absorbent. 


KIMBERLY-CLARK CO., Manufacturers, Neenah, Wis. MP-8 
Address nearest sales office at 
8 South Michigan Ave., Chicago 122 East 42nd St., New York City 


CIN CRAIN ON ada tscatatutcaitesccacessaaiscitecscanscusaseohonedite ioaspaatlceas atti teatiaciaaeaee 
Sample is going forward to you by mail. 
Please give your advice on how to pack and costs. 
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Features 
YOUR Cartoner 
Should Have: 


I. Constant Motion 
2. Multiple Inserting 
3. Simplicity 

4. High Speed 

3. Automatic Stops 
6. Silent Operation 
7. Standardized 


Construction 


- All Exelusive with 
the Constant Motion 


Cartoner 
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“TO BE SIMPLE IS TO BE GREAT” 





i 


—Emerson 














THE CONSTANT MOTION 
CARTONER proves the truth of 
this epigram. 
THE CONSTANT MOTION 
CARTONER is simple because 
—it is correct in principle 
—standardized in construction. 
THE CONSTANT MOTION 
CARTONER does its work by the 


most direct—and consequently the 
simplest—method. 


STANDARDIZATION is the re- 


The Standardized CONSTANT 


sult of study and experiment suf- 
ficient to develop each and every 
part to its simplest, as well as its 
most efficient form. 


The Standardized CONSTANT 
MOTION CARTONER made spe- 


cial designing obsolete. 


THE CONSTANT MOTION 
CARTONER is at once the sim- 
plest and greatest in its field. No 
other cartoner will do so much 
packaging, so well, with so little 
mechanism. 


MOTION CARTONER 


will package bottles, jars, tins, collapsible tubes. ete., 
at a speed of 50 to 150 per minute as may be desired. 
Direction sheets, advertising circulars and corrugated 
board liners are fed, folded and inserted with the loads. 


MULTIPLE-INSERTING 
notion GARTONER 


R. A. JONES & COMPANY, ING.- P.O. BOX 485- GINCINNATI- OHIO 
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VOLUME FIVE—NUMBER TWELVE 


Interchangeability Size and Containers 


IN THE PACKAGING of its several staple grocery 
products, H. Busch & Company of New York City, 
through the operation of interchangeable equipment, has 
been able to handle successfully a 
of sizes in two different types of containers, namely, 


fairly wide range 


cans and cartons. Standardization of operations, econ- 
omy of floor space, low unit cost and the production of 
packages which are substantially packed and sealed and 
of uniform weight are among the advantageous results 
Compactness, and adaptability 
to the purpose intended characterize every branch of 
operation in the Busch plant from the necessary storage 
and processing departments to the final preparation for 


obtained. convenience 


shipment of the products. 








A combination unit consisting of scale, transfer and 

combined top and bottom sealer which produces from 
25 to 30 packages per minute is used interchangeably 
in the filling and sealing of the various sizes of cartons 
and cans that contain coffee, tea, rice and similar cereals. 

In handling cartons, these containers, in knock-down 
form, are fed by an attendant to the combination sealer 
and then bottom 


different sizes 


where they are blocked or formed, 
In the blocks of 


used according to the capacity of the 


sealed. forming, are 
carton desired. 
3y means of an air current through an enclosed arc, 
which may be seen in the illustration of this unit, the 
bottom-sealed cartons are blown to a moving belt which 


carries them to the transfer table that moves directly 


Phoio by Rehnquist 
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As each 


under the weighing and filling mechanism. 
carton receives the required amount of product, it is 
moved off the transfer and travels by belt through the 
top sealer where the flaps are glued; then passing 
through a pressure unit to the packing table. No linings 
are placed in the cartons although paraffine coated board 
is used. The following sizes are packed: % lb., “lb., 
12 oz. and 1 Ib. 

In handling cans, the combined sealer is closed down 
and operations of the unit are confined to the transfer 
and the filling scales. Here the work done is similar 
to that which follows the delivery of the cartons at the 
transfer. The empty cans are placed on the latter which. 
it should be stated, is supplied with interchangeable plates 
to permit the carrying of different sized cans and cartons. 
and as each can receives its weighted portion it travels 
by belt to a table where operators place on the cover. 
Printed labels are then applied. The following sizes of 


cans are packed: ¥ |b. and 1 lb. 


Interchangeable 
unit at plant of H. Busch 
& Company, Inc., used in 


in cans and cartons of 
various sizes 


Separate equipment is employed in the packaging of 
various spices in one, two and four-ounce cans which 
are provided with shaker or friction tops. This con- 
sists of a semi-automatic, adjustable gross weighing and 
filling machine, which operates at the rate of 30 pack- 
ages per minute, and an automatic crimping machine for 
effecting the closures. Check weighing is also employed 
as a means of assuring consistent weights. 

The illustration on the foregoing page shows a repre- 
sentative group of the packages used by the Busch Com- 
pany. As may be seen, those which carry the A-1l 
brand employ similarity of designs on each of the labels 
and likewise feature the quality brand trade mark. On 
the Red Cardinal label, which features a new brand of 
coffee, the natural colors of the bird are reproduced. 

The packing activities of this company serve as a very 
good illustration of what may be accomplished through 
the employment of flexible and compact equipment, effi- 
ciently applied to meet requirements. 





In this group of boxes is shown the ap- 
plication of several of the “Christmas 
Prints’—a new group of box covering 
papers for the holiday season, announced 
by Louis Deionge & Company... These 
papers are obtainable with glazed, matt, 
metallic or embossed backgrounds, m 
various combinations of colors and make 
use of several appropriate designs, as 
may be seen in the illustration 
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equipment 


packaging grocery staples 
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FROM OUT OF one of the oldest and most fasci- 
nating streets in Stamford, Conn.—a street where one 
mentally pictures horses and buggies and leghorn hats 
and bustles—comes a packaging achievement significant 
to the industry, noteworthy in its accomplishment. 


The four steps in the pack- 
aging of Dip-It were grad- 
wal changes for the better. 
Shown at the extreme left 
are the tube and carton as 
designed in 1927 and car- 
ried out in blue and yellow. 
Immediately to the right is 
the package redesigned in 
1930 with the lettering and 
slogan somewhat changed. 
The most important re- 
design step is shown in the 
foreground. The open face 
carion displayed the shade 
of the product as litho- 
graphed on the tube, but the 
lettering on the latter 
weakened the force of the 
color selling point and 
brought aboui the present 
redesigned package as illus- 
trated at the upper right and 
in the display carton 


URI RAS 
LACES 


COLLARS 
t, CUFES 


LVWERS 


DOVES 


In this atmosphere of a charm of former days, which 
modern production methods and present-day rapid busi- 
ness routine cannot dispel, Henry Schenck, owner of the 
company producing Dip-It, creatively and constructively 
plans with pencil and paper, carton stock and packaging 
inaterials, putting his inventive abilities to the task of 
creating apparel for his product child. 





Color Silent Galecman | 7 Produa 





By Ann DiPace 


Piled on a desk in Mr. Schenck’s workroom is visible 
evidence of his nimble fingers and inventive brain 
dummies of cartons and display stands, sketches of coior 
cards, cabinets and container designs. Evidence that un- 
mistakably proves Mr. Schenck’s knowledge of package 


Photo by Rehnquist 


design principles and the functions of the package for 
successful merchandising. And, again, unmistakably one 
feels the enthusiasm, the pieasure which went into and 
Dip-It. 


Because, ways and means of improving the current 


continues to be a part of the packaging of 


packaging method, despite its soundness, are continuaily 
revolving in Mr. Schenck’s brain. (Turn to page 82) 
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By Francis A. Westbrook 


AS PART OF a concentrated effort among over one 
hundred New England manufacturers working under the 
auspices of the New England Council, the Carter’s Ink 


Company of Boston undertook the development of a 
new product to stimulate business. The first step was a 
marketing study to determine some means of appealing 
to popular taste with ink. As was pointed out at the 
New Products Conference recently held in Boston, “ex- 
perience has shown that new products which catch the 
popular fancy will seil regardless of general business 
conditions.” 

The idea conceived by the Carter’s Ink Company was 
to convert its product from a very prosaic item to a style 
item. 
situation in the stationary trade due to the present vogue 


The time was ripe for meeting a new marketing 
for bordered and tinted letter paper. For this purpose a 
line of colored inks was developed. 
and attractive package, named the “Jewel Case,”’ was de- 
signed to make these inks saleable to the kind of people 
The result from the 
merchandising standpoint has immediately been a very 


Then an appropriate 


for whose use they were intended. 


gratifying widening field of distribution. 

The reasons for this are not at all obscure but might 
easily have been missed if a careful investigation had not 
They are simply that ordinary colored inks 


been made. 
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were found to be totally unsuited for use with the 
modern letter papers. Very definite colors are required. 
They must be vivid to show plainly against the colored 
paper and they must penetrate quickly to give a variety 
of tone and color impossible to get with ordinary ink. 
It was a matter for laboratory determination just what 
colors should be used. Those finally decided upon are 
Swiss Lapis, Royal Amethyst, Chinese Jade and Russet 
Coral. 

The next angle to consider was that of merchandising. 
In the first place it was exceedingly desirable to get the 
ink down from the shelves and placed on the front 
counter. It was equally desirable to get it into high class 
stores and the stationary departments of department 
stores where ink is not usually carried at all, or, if it is, 
it does not have any display value. Ink has always been 
a prosaic article taken as a matter of course and, so far 
as its container is concerned, carefully kept out of sight. 

By placing the ink in an attractive package which also 
is useful its whole character is instantly changed. Thus 
the Jewel Case is now on display and sold by such retail 
stores as Lord and Taylor in New York, Jordan, Marsh 
in Boston and Mark Cross in several cities, none of 
In other words, new trade 

(Please turn to page 91) 


which handled ink before. 
channels have been devel- 
























Preserves om Parade 


To make products easier to look at is a “consummation de- 
voutedly to be wished”—so what then can be more iogical 
than to display products of orchard and field in containers 
that offer no borrier to complete visibility, a purpose for 
which glass is admirably suited, Thus packed in shapes which 
are distinctive and permit an effective showing of the con- 
tents, it is a foregone conclusion that the desired appeal which 
the packer seeks for his product is obtained To carry fur- 
ther conviction as to the goodness of the merchandise—to 
assure that protection necessary to its complete preservation—- 
the closure selected must meet rigid specifications. Complet- 
ing the ensemble cf the packages, the label which carries the 
brand designation of the packer should also be chosen with 
discrimination as to size, shape, design and color 


With each revealing the gocdness of its contained product, the 
packages reproduced on this page are splendid examples of con- 
tainers that make an irresistible appeal whenever and wherever 
displayed. In each, the confidence of the packer in the quality 
of his product is evident to the consumer, being assured through 
the use of carefully selected materials that compose the package 
—amaterials which are harmonious in design, practical in appli- 
cation and fully protective. All are sealed with sterilzing, proc- 
essing and vacuumizing closures, each carrying the brand name 
or mark to identify it with others of the group of products to 
which it belongs. The labels used are particularly appropriate 
to each brand and furnish an easy means by which the con- 
sumer can recognize it or other varieties packed by the same 
maker. Also evident in these reproductions is the effective 
grouping or display of the packages-—decidedly an asset in their 
merchandising. Photos by Heetfeld-Tillou, furnished through 
the courtesy of Phoenix Metal Cap Company 











New Tricks 


At Left: Of convenient sise (1 in, « 6 in, 
x 314 in.) this small, sturdy cedar chest can be 
utilised for many purposes. It is manufactured 
by The Pilliod Cabinet Company. The lop panel 
on the hinged cover carries an etched silhouette 
design—very effective on the natural wood 
background. It is lined throughout with mar- 
belized Billowpak. 


elt Left: Two extremes are evident in the dust- 
ing packages shown. One, a riot of color and 
in a modern motif; the other of floral design 
on a shiny white background. Six cakes of 
soap are attractively wrapped in printed (green 
and black) transparent cellulose. End label in 
silver and black, All are products of The House 
of Tre-Jur, Inc. 


Below: Complete change in construction, design 
and color, from the old to the new is evident in 
this contrast of packages for Munson Inter- 
national typewriter keys. The new display, 
shown at the left, is aptly suggestive of the use 


which is made of the product. The new pack- 
age and display were planned by Package De- 
sign Corporation 








In Packages 





Right: Here is a new 8-os. crackle design bottle used by Wheatley 
Mayonnaise Co., Inc., for Lady Betty French Dressing. 
ence, no end—it looks, and is, easy to handle, and there is no chance 


of tipping or spillage of the contents on the table. 







The attractive 


mottling of the container effectively offsets the unattractive scpara- 
tion of the product. Label, band and closure combine with the con- 
fainer to make the package particularly conducive to sales. 
botile is known as No. 9901 and ts manufactured by the Capstan 


Glass Company 













Right: Offered for over-the-counter trade, this transparent window, 
reverse tuck carton forms a convenient container for “50 Pats’—- 
sterilised cotton pads “convenient for many toilet uses and quite 


necessary on the dressing table.” Background is of 
robin’s egg blue; lettering white on black panels. 
Serving as a means to display the product on the 
store shelf and counter the two “windows” also 
afford an opportunity for the user to keep posted 
on the supply which remains in the box. The de- 
sign was planned by the product manufacurer, 
Acme Cotton Products Co., Inc. 


Below: Dark blue and green are the colors on the 

Du-Ons box (Duofold Health Underwear Com- 

pany) and suggest coolness. The “split design” 

offers opportunity for checkerboard arrangement in 

display. Line drawing used just to show style of 

garment. The two garments in each box are 
wrapped separately in Sylphrap 
























The manufacturer who is plac- 
Conveyor or 


Sales Promotor 


ing his goods in packages can 
well afford to ask himself this 
question: “Are my packages of the conveyor or promo- 
tional type?” His own judgment, or that dictated by 
a careful analysis of sales, will usually furnish the 
answer. If his package has been properly planned, with 
due consideration to the factors of convenience, pro- 
tectability and merchandising, he need have little concern 
for the future other than that of keeping in step with 
current package trends. For, with a conscientious con- 
formance to these principles, he has effected and pro- 
duced a promotional type of package. 

If, on the other hand, consciously or unconsciously, 
he has ceased to think beyond the point where his pack- 
age functions as a container for or a conveyor of his 
merchandise, he places a handicap not only on any pres- 
ent sales he may enjoy but certainly on those of the fu- 
ture. For the trend of the package is such that it admits 
of few yesterdays. 

It is not difficult to understand why these conditions 
should be so. While it is true that even today certain 
principles which have characterized consumer buying in 
the past still persist, the many changes that have taken 
place in our mode of existence have brought about a 
marked difference in purchasing. We are no longer a 
world of isolated individuals so far as our “buying 
thinking” is concerned. There exists today a greater 





tendency towards mass impulse—the logical outcome of 
a civilization that counts a closer interpretation or better 
distribution of thought as to fashions, styles and ideas 
among its accomplishments. 

In its original intent, the package functioned solely as 
a container, as a conveyor for goods. Nothing more was 
expected of it for no further demands were placed upon 
it. It represented, in most cases, an improvement—an 
advanced way of doing things—and little thought was 
given to its possibilities in other directions. Next, its 
identification became apparent—the designation of the 
product and the name of the maker of the product made 
their appearance. Here we have the package in the be- 
ginning stages of its recognition. Certain elaborations 
were subsequently added, but these were more in the 
direction of mechanical improvements and those which 
sought to flatter the manufacturer rather than toward an 
effort that would win the confidence of the consumer. 
Up to this point the package was not given an oppor- 
tunity to really “do its job.’ To be again charitable, let 
us say that the need for this, at that time, was not evident. 
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3ut today, this is changed. The phrase, “ a buyer’s 
market,”’ is no idle slogan nor can ‘its coinage be entirely 
accredited to the present depression, at least so far as 
the package is concerned. To win recognition, to im- 
prove or even hold sales, a package today must interest 
and intrigue the buyer. It must possess, more so than 
ever before, those elements which stamp it indelibly as 
a promotional type of package—not just a container of 
merchandise. 

There is one element which helps increase sales to 
consumer in a retailer’s store, and that is when the re- 
tailer puts the merchandise out in front and promotes 
its sale. The retailer does this only for several reasons: 

—because the product is heavily advertised and that 

there is a ready and quick buying market. 

—hecause the product and its packaging will sell it- 

self on sight—because the packaging is designed to 

do a real job in sales promotion at the counter. 

If the product manufacturer believes his product 
should stay on the shelf and should be asked for and 
demanded by the consumer he can continue to use the 
conveyor type package. 

If the product manufacturer believes his product can 
sell itself to the consumers and he wants to get retailers 
to help him accomplish this he must have a promotional 
type package. 


+ 
It’s all very well to talk about quality 


packages, their design and manufacture. 
But, as is frequently pointed out in these 


Inside the 
Package 


columns, the maintenance of quality and cleanliness for 
the contained product must also be observed. The need 
for this factor, it appears, must extend beyond the prod- 
uct itself. We read in one of our British contemporaries 
of a recent decision of the House of Lords allowing the 
appeal of a woman who claimed £500 in damages 
from an aerated water manufacturer. She is said to 
have suffered shock and illness as the result of drinking 
ginger beer which, she alleged, contained a snail! 


5 


: “The success of the present-day or- 
Give Your ganization depends to a great extent 
Ideas Latitude on its collective open-mindedness to 
new ideas, its sensitiveness to trends, its ability to change 
its mental attitude to suit new conditions, its facility in 
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working together and achieving results quickly on new 
problems, and its elasticity in effectively contracting or 
expanding its operations as new conditions may require. 
All of these elements determine mental and physical 
flexibility... This comprehensive and timely summary, 
outlining the qualifications necessary to the efficient con- 
lucting of business, was presented by O. D. Reich, vice- 
president of Dexter Folder Company, in a recent address, 
“Maintaining a Flexible Organization for Changing 
Conditions.” 

If we can visualize this program as successfully ap- 
plied to older established businesses or organizations, in 
which traditions and customs have taken a firm hold, how 
much greater is the opportunity for newly-formed or- 
ganizations or for new departments within organizations 
which have long been established. 

There is so much of the packaging industry and its 
activities that is new. 
disposal equipment and materials which are new or in 
the process of evolution. The trend is all toward the de- 
velopment of that which is progressive, that which favors 


The user of packages has at his 


or even insists upon the adoption of better ways of doing 
things. 

We have but to contrast present-day merchandising 
methods with those which characterized sales to the con- 
sumer of earlier days to measure the progress that has 
taken place. From bulk buying to the establishment of 
smaller units, with convenience as the moving influence ; 
and this step was followed, and supplemented, by the 
urge for visual appeal in the package. The expansion of 
the latter, great as it has been in recent years, has by no 
means reached its limitations. 


+ 


“It is of course important that pack- 
ages should be produced economically, 
but why produce in quantity and at a 


Ten 
Years Ago 


low cost a package which fails utterly to accomplish its 
purpose? If economy is sought, spend $200 or, if neces- 
sary, spend $1,000 for the design which is an initial ex- 
pense and does not go on forever—five colors like the 
brook do go on forever. There are many two- and three- 
color packages on the market which tower over their 
weak five-color neighbors; two extra colors will rapidly 
eat up the $1,000 it might be necessary to spend for 
designing a superior package which fifty years from now 
could still be printed in three colors.” 

The above was written in 1922—we just came across 
it in a little book, “Package Facts,” compiled by George 
P. Nelson from notes taken during an experience which 
covered the previous ten-year period. And much of the 
other information given in this book is just as true today 
as when it was written. The principles of packaging, 
once established, seem to hold consistently. 


KeQ Charbex. 





Ruminations of a Package Addict 

EVEN illicit beverages are bottled in appealing pack- 
ages. At least seven brands have made their devious way 
into our hands with designs blown into the bottles . . . to 
say nothing of the subtle psychology of their water- 


soaked wrappers. 


OUITE some space was given in the news to the new 


“Phantom Kotex,” although details regarding the pack- 


age and its advantages were undisclosed. Presumably 
packaging queries found it “wrapped in mystery.” 


AND SPEAKING of drugs, “What good is living if 
corns bother you?” asks Bauer and Black in a campaign 
to promote sales of Blue Jay Corn Plasters . . . which, 
in a way, answers our puzzled thoughts on increased 
suicides. 


“THE EYES of the druggists 
are on the conference, hoping it will give them bread 


all over the country 


instead of stone,” says Carl Weeks at the National Drug 
Store Conoference . . . well, if they got down to bedrock, 
it might develop dough for them, at that. 


. . . . . . 


NOW THAT the makers of Worcester Salt are be- 
guiling the public to buy their Worcester Salt Toothpaste, 
it’s quite obvious that it’s one dentifrice which cannot 
advocate it for its “fresh” taste. 

NATURALLY, in reading the Kurz-Kasch ad, *Zanol 
has crowned these achievements of beauty with smart 
moulded caps our conception was one of royal 
informality ... 

THERE'S a vagrant optimism in merchandisers’ hopes 
on the boudoir 


“ce 


that their product, packed in tin, will get 
dressing table.” If it’s tin, it won't get there no matter 
how small they print the firm’s name or the name of the 
product. Why not, in the case of the otherwise nice 
looking “cotton picker,” make the container of plastic 
in the form of a “mammy” cotton picker, and use for the 
closure, the hat or bandana that covers her head? Tin 
to one, it would be popular, and if properly designed, it 
would actually achieve a welcome ON the dressing table. 

CELLOPHANE accessories are the latest craze in 
Hats made from this material cre- 
More recently Cello- 


women’s fashions. 
ated a furore a few months ago. 
phane belts have made their appearance. 
Mexican newsboy in Los Angeles who collected Cello- 
phane wrappers from cigarette packages left in hotels 
and turned them over to his sister to weave. The craze 
has swept the country and in the beginning belts sold as 
high as $2.00. Made in different colors, they are now 
M. C. D. 


Origin—a 


sold in the five-and-ten-cent chain stores. 
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p atkage Identification 


And PLotection 


By Waldon Fawcett 





DOES the American pack- 
aging community want more 
or different legal protection 
for package designs? Or, put 
it another way: Is package- 
dom satisfied with its present 
safeguards for package origi- 
nality? Here, if you please, 
is a perennial subject of de- 
bate. 
ing issue by what happened 


But made into a burn- 


in Congress shortly before 
the adjournment of the recent 
long session. Fairly, the fat 
of package privilege is in the 
fire, as never before. And a 
special investigation for Mop- 
ERN PACKAGING 


shows a ers.—Editor. 





rather sensational difference 


In this installment, Mr. Fawcett 
presents the opinions of several out- 
standing package designers on the 
subject of design protection, ex- 
pressed in response to direct ques- 
tions which were asked them. As 
may be seen from a reading of the 
symposiums, these opinions, differ- 
ing as they do, offer thought and 
material for further discussion. We 
agree, with Mr. Fawcett, that the 
subject, for the present at least, 
remains controversial, and we so- 
licit further expression from read- 


registration was rounding in- 
to its present forin and when 
it was the common assump- 
tion that package creators and 
package users were unani- 
mously in favor of the new 
deal, ‘“‘package designs” were 
specified in the bill then be- 
fore Congress to bring this 
about. It was only in the 
last Congress that the first 
signs of dissent appeared in 
the package quarter. Repre- 
sentatives of the Glass Con- 
tainer Association of Amer- 
ica appeared before the Pat- 
ent Committees of Congress 
with the plea that not only 
did they not need nor want 








of opinion within the indus- 
try on what bids likely to become a controversial question. 
What happened, almost unnoticed, in the final stage 
of the 1931-32 session of Congress, was a fresh gesture 
in exclusion of package designs from the proposed sys- 
tem of design registration. All of our readers are prob- 
ably familiar with the proposition of design registration, 
or design copyright, as it is sometimes designated, which 
has been brought to the attention of Congress and the 
business public off and on for a dozen years and more. 
Design registration is destined as a substitute for design 
patent, the latter being the medium of Federal certifica- 
tion which, up to now, has afforded for package designs 
the principal shelter from imitation or infringement. 
On paper, the contemplated institution of design regis- 
tration promises several presumptive advantages over de- 
sign patent. Simplicity in administration, saving in cost 
to the registrant, quick enrollment for the seasonal design 
that has no time to spare in getting on the market—these 
Yet, for all the 
sentiment that has been worked up in favor of shifting 





are but a few of the theoretical gains. 


the responsibility for package protection from the patent 
system to the copyright system, one section of the con- 
tainer industry has remained unconverted. And now its 
lobby at Washington has persuaded Congress to lean 
farther back than ever from package registration or 
package copyright. 

Upward of a decade ago, when the ideal of design 
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this new form of package 
protection, but that its recognition of the element of 
novelty in creative designs would prove a hardship to 
quantity producers of packers’ glassware. 

Finding the glass package wing of the industry in dis- 
sent, and a similar fear of design monopoly in the auto- 
mobile industry, the U. S. Senate Committee on Patents 
before reporting a design bill to the final session of the 
71st Congress, proceeded to restrict its operation to some 
five general classes of commodities. There the matter 
rested until the beginning of the 72nd Congress, when 
the late Representative Albert H. Vestal reintroduced in 
the House his omnibus Design Copyright Bill which, as 
in its previous editions, took in packages. Thus matters 
stood until last month, when Chairman Sirovich of the 
House Committee on Patents dropped bomb No. 2, by 
the introduction of a new version of Design Copyright, 
Limited. Only it is even more limited in range than the 
Senate tabloid of last year. In fact this measure, which 
awaits the reconvening of Congress, is restricted in ap- 
plication to “textile’’ designs. Which means that it makes 
no contact with packaging save, indirectly, via such fab- 
ric patterns as might be reserved for use as coverings or 
bands for art packages. 

All of which puts up a new and more deeply empha- 
sized to the packaging community, the question of the 
future legal status of “package property.” Doubly mo- 


mentors, because a movement (Continued on page 68) 
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The natural color and beauty of the wood 
are intensified in 
Here is one conveniently arranged for cigar- 
cttes and 


these veneered boxes. 


(below) another, of unusual 


attractiveness, for jewels 


Beauty a Unility im Vemeered W ood Boxes 


AMONG the old Egyptian customs we find, together 
with many of the arts which are still practiced, that 
those ancients were quite familiar with the use and ap- 
plication of wood veneers. In the Field Museum in 
Chicago, for instance, there is a typical example of this 
work—a box 8 in. long, 4 in. wide and 4 in. high, 
veneered in Satinwood and inlayed with various pre- 
cious stones. The age of this is problematical but 
unquestionably it has withstood the test of centuries. 

In modern interpretation, veneered boxes combine the 
practical in construction with the unique and exquisite 
in design, making use of a great variety of woods so 
that it is possible to obtain a multitude of attractive 
effects in these boxes which have received wide accept- 
ance as utility gift items and in the packaging of per- 
fumes, confectionery, cigarettes, jewelry, silverware, 
men’s wear and many other articles of merchandise. 

In the manufacture of its Rarewood containers, the 
Products Corporation of Grand 


Veneered Rapids, 


Michigan, makes use of over eighty-five different 
varieties of woods from almost every country of the 
globe. Many of these are very expensive and conse- 
quently are not practical for use except in high-grade 
containers. Amboyna Burl, for example, is one of the 
most expensive. This wood grows in the southern part 


of Asia and is extremely difficult to get. Frequently 


it is necessary to carry small pieces through the moun- 
tains on the backs of burros. Ceylon Satinwood, East 


Macassar Tulipwood and 


Ebony, 


India Rosewood, 
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Suggested for use as containers for hosiery and cigarettes these 
boxes are also adaptable for many other purposes 


Japanese Ash are some of the more 
common varieties of the imported 
woods. All of these are beautifully 
figured and can be used to make highly 
attractive packages. 

There is considerable difference be- 
tween a veneered box and a solid-wood 
box. Generally speaking, veneered 
boxes are more beautiful because it is 
possible to use figured or burled woods 
in thin sections, whereas it is seldom 
that solid-wood boxes, highly figured, 
can be obtained. By using the com- 
mon domestic woods, even veneered 
boxes may be brought down in price 
to a competitive range. 

The price of the boxes is governed 
by the following factors: Kind of 
wood used; quantity; size; extent and 
kind of decoration, and type of finish. 
After a certain number of boxes have 
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been produced, an additional quantity 
does not decrease the price. This 
number is approximately one thousand, 
for once the machine is set up for a 
run of one thousand no additional 
economies are possible in larger quanti- 
ties. The size is not a vital factor, for 
usually the necessary labor and machine 
work involve the greatest expense, ex- 
cepting, of course, when the rare woods 
are used and then the price goes up 
with the increase of size. Using the 
commoner varieties of woods, a one- 
pound candy box would be slightly less 
expensive than a two-pound box. 

The most expensive form of decora- 
tion is marquetry inlay work or inlaid 
lines of various kinds. This can be 





Suitable inlays, appliqued ornaments and other forms of decoration 
aid in the attractiveness of these ultra-smart bo.ves 


imitated by painting lines which are 
quite economically applied. An effec- 
tive decoration which can be economic- 
ally applied to the surface of the box 
is that obtained by stamping silhouettes 
from chromoloid, the metal being so 
thin that it looks like an inlay. An- 
other inexpensive form of decoration is 
spraying colors by the use of a stencil 
or silk screen. 

The least expensive form of finish is 
one coat of lacquer which is sprayed 
on. This brings out the color of the 
wood and furnishes a satiny appearance. 
More expensive finishes are obtained 
by the use of fillers, various stains, 
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additional coats of lacquer and by rubbing with pumice 
and oil. Probably the most beautiful finish for high 
grade veneered containeers is obtained by a French 
polish with three or four coats of lacquer, the combina- 
tion producing an extremely high lustre and depth. 

One advantage of this type of wooden container is 
that the initial expense of finishing samples is not great. 
Necessarily these have to be made up by hand but the 
cost of making samples is never greater than two or 
three times that of the same piece in production. There 
are no dies or forms which have to be made in order 
that the customer may see what the finished product is 
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Top, sides and inner lining of this box display to 

advantage the exquisite finish that is possible in burl 

veneer. Complete with hinge, lock and chain, this 

container meets the exacting requirements of the 
most fastidious 





This sample of Veneer is of 
Macassar Ebony from India 


going to look like. Given a certain design and specifi- 
cation as to wood, finish, ete., it is possible to furnish 
a completed sample within two to four days. 

The accompanying illustrations show a number of 
veneered wood boxes in various shapes, sizes, finishes 
and applications. It will be seen also that some of the 
forms of decoration referred to in the foregoing are 
included. From the standpoint of beauty and crafts- 
manship such boxes offer unusual charm which, added 
to their practical utility, will appeal to the most dis- 
criminating of those who package, as well as those to 
whom an attractive package creates a desire for the 
merchandise therein. 





Combine Transparency and Metal 
In Food Product Package 


One of the first instances of the use of cellulose 
acetate in the design of a package for food is evident in 
the new package for Cresca Canton Ginger, a product of 
the Cresca Company, Inc., New York, and shown in the 
accompanying illustration. 

The new package which is a metal container’ with a 
wrap around orange and brown label and cellulose ace- 
tate top takes the places of the former ™%-lb. lithographed 
container. The 1-lb. iithographed package will not be 
changed. 

Although this method of packaging, actually marking 
an experiment for products of this type, has proved suc- 
cessful—sales showing a rise of double that of the former 
package—it is still in the development stage. Sealing 
of the container is effected by the vacuum process which, 
as yet, has not proved sufficiently air-tight to meet the 
company’s requirements. A more effective sealing 


1American Can Company. 


operation as well as a higher rate of packaging output 
is expected in the near future. 
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P.chages Sivled Wilh Molded Synthetic Plastics 


Ingeniously suspended on a burnished metal base. the 
container (above, left) which holds five packs of 
cigarettes, swings out when the hinged lid is lifted. 
Cover and containcr of dark green Bakelite. At above, 
right: cigarette container of alternating red and white 
Bakelite rings. Manufactured by Thomas A. Ryan, 
Everett, Mass. Photo, courtesy of Bakelite Corp. 


Lower Left: Color, discreet labeling, an unusual bottle 
and the black Dures cap give distinction to this curl set 
package by Julietic. Fluid is a brilliant green, con- 
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trasting with the buff and scarlet of the label. The 
bottle ts cut away in the back to save shelf and packing 
space. Photo, courtesy of Dures 


Lower Right: Cosmetic influence is evident in this 

test-kit of paint ingredients with smart new bottles and 

Durez caps. Color of label and cap vary to match 

contents of cach package. The three bottles are shipped 

in a set-up paper box, the tray of which is retained as 
a holder. Photo, courtesy of Durez 












"Reproduction of a recent folder issued by 
\Anchor Cap & Closure Corporation” 


















ANLED ypuseew *« * ~« Weped 





» ON TRIA 


A PURCHASE is by no means a sale. It is the first 
step only. After that your product must prove itself 








in actual use, must come before that stern critic, the 


housewife-judge. Then, if this package of yours, on 





which you have lavished such loving care, does not 
please in every way, or if quality has been impaired ever so slightly, or if it is difficult to open or reclose 


.. the trial is over and the verdict is “thumbs down.”’ 


your ease 


THE minute your packages leave your plant you have lost control. You ie 
can’t explain or argue or even be present at their trial. They must go 
out into the world unchaperoned, intrusted to the tender mercies of 
“channels of distribution.” How long they may rest in jobbers’ ware- 
houses or on dealers’ shelves, what rough handling they may receive, 


to what conditions of temperature, dampness, dryness, or neglect they may be subjected... all that you 


cannot foresee. But you can equip your product against such things. 


wh from this court of last resort 


THE favorable or unfavorable verdict of a housewife is final, at least so far as 
she and her friends are concerned. For that reason you must make sure that your 
products come through with flying colors every time. For real peace of mind 
there is nothing to equal an attractive, highly protective 
glass container capped with the correct type of sturdy 


SE TK! 


The important thing is 77 not to allow slight differences in closure cost to jeopardize 


Anchor closure exactly suited to the product characteristics. 


the good name and re- peat business to which your products are entitled. 
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in the 


YOUR FRIEND at court 1s the closure. Selected carefully, 
an Anchor closure is a friend that never will play you 
false. It remains on the job when you 
cannot be present. It is your repre- 
sentative, steadfastly guarding and = 
protecting the quality and reputation 

of the container contents. 

The closure is the strongest ally of 
the glass package. It sees to it that 
your product is as fine and pure and 
appealing when it reaches the cus- 
tomers’ hands as it was when it left your hands. It is the 





link between you and them. 


Efficient in Sealing 

OBVIOUSLY, this is the first duty of Anchor closures. 
That they do it well is evidenced by the hundreds of 
millions used each year and the constant steady growth 
of the Anchor organization over a period of more than 
a quarter century. 

One thing, however, do not overlook. Sealing efh- 
ciency is not an absolute quality. What may be fully 
adequate for one product may prove an exceedingly poor 
type of seal for another. This is one big reason for the 
many styles and types of Anchor closures—to insure that 
each product, no matter what its composition or action, 
is correctly sealed. 

We should like the opportunity of explaining in detail 
the features of design and construction that make a par- 
ticular Anchor Cap efficient in sealing results. To do 
that, we need your permission and information of the 
product about which you would like the data. 


Accessibility 

By ACCESSIBILITY we mean a closure that permits easy, 
safe access to the contents — without undue trouble or 
effort, or danger to fingers and tempers. Anchor closures 
are designed with this highly important point in mind. 
To illustrate: 

The Anchor D Cap, most widely used closure on food 
products, is the easiest and quickest cap of its type to 
remove—no tabs to tear, break, or cut fingers. Lifting 
the cap gently at a number of points around the circum- 
ference with Anchor Opener or any hook bottle opener 





ean have a friend at court 


‘that caps your packages 


easily removes it. Removal of the sealing gasket permits 
its use as an easy fitting cover cap until the contents are 
consumed. In addition to the millions of Anchor Open- 
ers that have been distributed, more than 170 other types 
of hook bottle openers on the market will readily remove 
the cap; of these, in excess of 200 million are in the 
hands of housewives. 

A quarter-turn—a simple twist of the wrist, removes 
the Anchor Amerseal Cap, most popular for products 
used a little at a time. Another quarter-turn recloses the 
cap as efficiently the hundredth time as the first. Amerseal 
Caps have no threads to corrode, gum, congeal, freeze, 
or cement to the container finish. They effect their seal 
by means of lugs which ride under divided threads in 
the glassware finish. Even products that congeal, there- 
fore, do not affect the easy removal of the Amerseal Cap, 
as it is only necessary to break the few short, divided 
points of contact. 

The Anchor Molded Cap, too, has been designed with 
an eye to easy removal with the liner intact and in place. 
This is provided for by the patented liner retaining 
ledge and recess. 

In the Anchor C. T. Cap we employ another patented 
feature, an angular knurl. Not only does this aid in free- 
ing the cap from the glass threads, but, still more im- 
portant, it prevents the liner from falling out into the 
thread, interfering with the efficiency of the seal or 
sticking to the top of the container finish. 


Appearance 

THE THIRD ESSENTIAL of closure performance is good 
looks. No longer is it enough that a closure just protects. 
It must look well. It must harmonize with the fine appear- 
ance of modern glass packages. It must be trim and neat 
and inviting. It must add its share to package dress, help 
to create an atmosphere of quality. Only then is it doing 
its full job. 

Anchor Molded Caps are ultra smart, enhancing the 
appearance of the finest package. Other Anchor Caps 
may be coated or lithographed, decorated in an infinite 
variety of ways, to give just the effect you wish. 

Whatever the requirement, there is an Anchor closure 
to meet it. Let us give you the facts about the style that 
best fits your individual needs. 
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Pachnetines Odors —. = Out 


AMONG the “barber shop” melodies of by-gone days, 
many of our readers will no doubt remember that sturdy 
perennial which included the line “Who threw the over- 
alls in Missus Murphy’s chowder?” The words, in this 
case, were subordinated to the close harmony obtainable, 
and the impression of the former—if one gave any 
thought to them—was that the gustatory mixture suf- 
fered as the result of the introduction of foreign ma- 
terial—namely the overalls. 

It is seldom that such an incident as that recorded in 
the song occurs, but food contamination from other 
sources is, of course, not infrequent. We know for in- 
stance, that absorption, by certain foods, of odor from 
other foods is decidedly detrimental. Various methods 
have been devised to prevent this interchange of smells, 
but one of the latest, which pertinently states that you 
can “Put the Limburger next to the butter” is in- 
triguing, particularly when the vehicle which performs 
the operation is a package. 

Under the name of “Artiks,” the United States En- 
velope Company has recently placed on the market as- 


-“ 


sorted sizes of Cellophane bags which are especially de- 
signed for use in the refrigerator as a means of pre- 
serving the flavor, odor, crispness or moisture of the 
food products so enclosed. Being of a high trans- 
parency, moisture-proof, grease-proof and odor-proof, 
convenient and easy to handle, these bags when folded 
or twisted at the open end fulfill a service which is pro- 
tective to the food within the bag as well as that without. 
As examples of various combinations which, enclosed in 
the bags, may now occupy adjoining space in the ice box 
without detriment to either are the following: scallions 
and butter; lettuce and crackers; Roquefort cheese and 
each in its foodfresh 





milk; sourkraut and egg custard 
Artik preserves its own flavor, odor, crispness -or mois- 
ture. 

The accompanying illustration shows the display car- 
tons for counter use for each of the two sizes. Each 
of the larger packs includes an assortment of twelve of 
the large and small size bags, and the small or sandwich 
pack contains ten of the small bags. The displays are 
made to show the individual packs, to advantage. 
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Packaging for the Picnicker 


By Myra N. Conklin 


in the planning of food packages the attention of 
the designer must be divided between the artistic appeal 
and that of the gustatory sense. A delicious, cooling 
summer drink would hardly convey the proper atmos- 
phere in a red bottle nor would a cool green package 
harmonize with a corn beef hash product. Above we 
have selected a few of the packages, now on the market, 
which are particularly adaptable to picnicking. Utility 
seems to be the predominating feature of this group 
although the hand of the artist is also more or less 
apparent. 

At the extreme left is the package recently adopted 
by the William Underwood Company for Deviled Ham. 
The trade mark by which this product has always been 
well known has been retained in the new heavily coated 
paper wrapper which covers the entire can. At both 
top and bottom the wrapper is folded by machine into 
six point star folds in such a way as to lock the edges 
together. The identifying features both of design and 
color of the former package have been preserved and at 
the same time a smart container has been effected. 

Glass has always been a popular material for the pack- 
aging of foods. Its cleanliness and its transparency are 
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two important properties in its favor. The first of the 
group of products shown here, Hellmann’s Mayonnaise 
jar, has always been in glass, and is the only practical 
material for such a product. This is a good example of 
the redesigning of a container to make it more modern 
and at the same time to perpetuate the characteristics of 
the old. The blue and yellow label is of such similar 
design that there would be no difficulty in recognizing 
the new octagonal shaped jar on the grocery shelves. 

The Macy’s “Lilly White” chicken and egg noodle 
dinner container, though of a rather usual tall oval con- 
tour, possesses the desirability of demonstrating the prod- 
uct. This jar is topped with a regulation Anchor clo- 
sure. The brown, chartreuse and salmon colored label of 
the Macy products forms the only decoration. The use- 
fulness of glass as an aid in selling a product has obvi- 
ously been the paramount consideration in the designing 
of this container. The cooked noodles mixed with large 
pieces of chicken are seen through the glass and make an 
appeal to the hungry picnicker that no description or il- 
lustration could possibly do. 

The problem of opening a jar at a picnic is solved by 
the Dellford tomato juice cocktail container. The clip 
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permanently fastened to the bottle obviates the prying 
off of the top. By merely raising the clip the metal top 
is removed. When the desired amount of juice has 
heen poured the cap may be replaced securely by pressing 
down the cover. 

A tall, slender glass bottle has been chosen by Mouquin 
as the container for its new fruit mixers. These juices 
are used in the same manner and for all purposes as the 
freshly extracted fruit juices. In this instance also the 
screw-on closure affords a convenient means of opening 
and closing the bottle. The yellow and green oval label 
separated into sections simulating the divisions of a 
citrus fruit forms a suitable background for the product 
and company name. The red type used for the former 
is in decided contrast to the cool and appropriate yellow 
and green which depicts most adequately the idea of a 
refreshing, summer drink. 

On the right hand page is a group of tin containers. 
The “Sunshine Toy” cookies of the Loose-Wiles Biscuit 
Company is a fascinating can for the kiddies. The light 
blue surface is divided into small squares, each square 
depicting the baker with different toys effected in white 


and yellow. <A bright red band which does not fail to 
























attract a child’s eye encircles half of the can and bears 
the words “Sunshine Toy Cookies.” The handle is an 
interesting feature particularly for the youngsters as it 
makes the can a desirable toy pail when empty. 

Tin is also used for the Rainey’s Saratoga style potato 
chips. The advantage of the tin container as a means of 
keeping the chips from absorbing moisture and always 
crisp is obvious, and the idea is indeed sound. The choice 
of bright yellow with red decorative border and printing 
does not seem, however, to connect itself in any detail to 
potato chips. Apparently the color scheme was merely 
an arbitrary preference of the designer or manufacturer. 

At the right of the group is a most conservative tin 
box for after-dinner mints. The choice of green for this 
container was fortunate in connecting the color with the 
flavor. A neat gold label with black edging and printing 
is the only decoration besides the ‘‘Perroquet”’ trade 
mark on the center of the lid. 

These packages are but a few of the many that have 
been put on the market recently for various foods but 
they feature some of the points to be considered in de- 
veloping a new container or in bringing an old one up 


to date. 
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Here are actual samples of the Cellophane wraps, printed 
in rolls, as used by Planters Nut Chocolate Company on 
Jumbo Peanut Blocks. The solid blue rectangle between 
the successive designs on ihe roll controls the operation 
of the photo-electric cell, insuring perfect registration of 
wrapping the desiqn on each Jumbo Block. Wraps fur- 
nished through courtesy of Shellmar Products Company: 
Celloseal tape, used to fasten wrap to page, by courtesy 
of Minnesota Mining & Manufacturing Company 
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MODERN PACKAGING for June carried an ar- 
ticle commenting upon the adaptation to high speed 
packaging machines of the photo-electric cell, or ‘‘elec- 
tric eye’, thereby making possible the accurate registra- 
t.on of printed designs on packages wrapped from rolls. 

Important as is this contribution to packaging art, 
it would lack full significance were it not for the coin- 
cidental perfection of printing on transparent cellulose 
and other materials in rolls, with a wide range of cut- 
off sizes, enabling manufacturers whose quantity pro- 
duction necessitates machine wrapping to avail them- 
selves of modern wrapping materials at a cost within 
reason. 

Printing of any kind upon transparent cellulose and 
other difficult mediums is of such recent development 
that many of us have not yet ceased to be astounded at 
the rapidity with which the art has advance to its 
present state of perfection. Those who are familiar 
with the problems involved can appreciate best the dif- 
ficulties which have been overcome in their solution, 
and the celerity with which this material in sheet form 
has been made available to the packaging industry. 
Serious as they were, these problems were child’s play 
compared to those involved in the printing and rewind- 
ing of materials presenting a practically impermeable 
surface, together with extreme sensitiveness to atmos- 
pheric conditions. Considering that roll printing of any 
kind involves further the necessity of providing a range 
of roll widths and cut-off sizes almost limitless in ex- 
tent, it is not remarkable that very few printers have 
had the courage to attempt a reduction to practice of 
such a process. 

The tip-on sample on the page opposite represents 
the triumphant solution of these knotty problems by the 
Shellmar Products Company of Chicago. Working in 
conjunction with the Package Machinery Company, who 
built the machine on which these wrappers are used, 
moisture-proof Cellophane was printed in rolls, slit, re- 
wound and is in successful use today by the Planters 
Nut & Chocolate Company. The solid blue rectangle 
appearing between the successive designs on the roll 
controls the operation of the photo-electric cell, with its 
compensating mechanism for advancing or retarding 
the travel of the web, insuring perfect registration of 
the design on each Jumbo Peanut Block. Other appli- 
cations are being made daily, in a wide range of indus- 
tries, and another broad field of use for printed trans- 
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parent wrappings is on its way to full development. 


Commenting on the successful outcome of many 
Sert W. Martin of Shell- 


mar Products Company, emphasized the two problems 


months of patient research, 
which were most difficult to solve. The first of these 
was offset. Obviously, winding up a continuous web of 
printed material immediately after the ink is applied, 
necess.tates some means of preventing the wet ink on one 
lap from offsetting on the back of succeeding laps. Just 
how this obstacle was surmounted, Mr. Martin smilingly 
declined to explain, but the tip-on sample provides evi- 
dence that it has been accomplished. 

The second problem, and the one which contributed 
the severest headaches, called for a practical means of 
spacing designs on the printed web so as to permit a 
multiplicity of cut-off sizes. 
that a printing cylinder having a circumference of, say 
25 in., will permit the proper spacing of only such de- 
signs as are exact devisors of that circumference, such 
as 2'/,, in., 3% in., 4'/, in., 5 in., 6% in., 8% in., and 
12% in. 
10 in. obviously could not be accommodated on a press 
having printing cylinders into whose circumference 
these sizes could not be divided equally. A battery of 
presses, each having cylinders of a different size, suffi- 
cient to meet the requirements was equally out of the 
question, but clever engineering has provided an “out” 
and Shellmar are ready today to deliver Cellophane in 
rolls, printed in from one to six colors, with a wide 
range of cut-off sizes already available, and others being 


It is perfectly apparent 


A design requiring a cut-off of 7 in., 9 in., 


added rapidly. 

One guesses, and has his guess confirmed by Mr. 
Martin, that the design of the presses on which these 
rolls are produced is unique. It was developed by 
Shellmar’s own engineering staff, under the supervision 
of W. K. Miller, in conjunction with the Claybourn Prod- 
ucts Company of Milwaukee. Other machinery, such 
as rewinders, slitters, “roll doctors” and sheeters, all of 
intricate special design, aid in the production of perfect 
rolls. The solution of various secondary problems Jin- 
cident to the process involved the installation by Shell- 
mar of plate-making equipment, as well as a complete 
ink manufacturing department. 

Here is an excellent example of the courageous, far- 
sighted program of the packaging industry, forward- 
looking in the face of “hard times” which might well 
be copied by other and older American industries. 
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In this aroup is shown, below, a number of 
old packages and, above, the corresponding 
redesigned packages, the latter being the 
work of Arthur S. Allen and his associates. 
On the page opposite Mr. Allen gives to 
readers of MODERN PACKAGING his story of 


how the several changes were effected and 
the results which followed 
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SOME TWENTY YEARS AGO before it was the 
style to change over from an old package which had 
heen selling for a great many years, it occurred to the 
business manager of Lever Brothers, Cambridge, Mass.., 
that it would be a good idea to improve the Lifebuoy 
soap package. Sketches were made of modified steps 
and finally the package as you see it today was produced. 
The principals were all afraid that if we changed the 
package from the old sailor with the life preserver, cer- 
tain classes of peopie would not receive it, thinking that 
Quite to the 
contrary, the new package went over with emphasis. 


the new package was another kind of soap. 

A similar story is true of Minute Tapioca. In the 
illustration on the opposite page, at the right on the 
bottom line, may be seen the old package. We felt that 
the heavy blue border was not an addition to the package 
The 
diagonal idea of the panel is not new, and had been used 
in many other packages. 


as heavy borders make a package look smaller. 


The package on the second 
It looks 20 
per cent larger than the old and has had increased sales. 

Next, at the bottom, is the old Bauer & Black plain 
gauze package. 


pedestal, back, is the result of the change. 


Some of this company’s packages were 
in green and red, some in buff, grey and red and blue 
and a great variety of other colors, developed in the 
early period of their existence. Much time was given to 
the development of the new package and there were 


about eighty-five packages made over altogether. The 


Arthur S. Allen examining 
color in his  pent-house 
workshop. The instrument 
shown at the left for read- 
ing color values is the first 
made at the Bureau of 
Standards for his work 


Old —_— New P.chaging 


By Arthur S. Allen 


package on the third pedestal, the new one in two blues 
with white lines, makes a very delicate package and suit- 
able for their products. 

The 


The old package shows a design which was suitable 


next exhibit is Packer’s Olive Oil Shampoo. 


twenty-five years ago. The problem was given to us to 
make this to suggest olive oil shampoo. The example 
shown on the middle shaft is the result—a series of 
bubbles stepped from a deep olive green color in the 
medallion out to yellows and green yellows to green. 
This package has proven most successful, and its sister- 
package in yellow reds and yellows, the Pine Tar, has 
been equally successful. 

The fifth exhibit is that of the Philadelphia Dairy 
The old 


package at the bottom has a bookish effect and does not 


Products Company, Aristocrat Ice Cream. 
look like ice cream. The new, on the pedestal, is done 
in yellows, suggesting vanilla; with pink borders, sug- 
gesting strawberry, and the basket of fruit suggests the 
various fruit flavors. 
the start. 


This package was successful from 
It has been reproduced in cups and cartons in 
all sizes. The design has been used on all of the com- 
pany’s trucks and the latest thing is the application of 
this same color scheme to their engine room. The whole 
series has been a great success and says “ice cream” 
from start to finish. 

The next is a more staid product, the National Carbon 


Company’s Eveready battery. (Please turn to page 84) 
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Chevrolet Drives In With A Package 


By Clyde B. Davis 


THE CHEVROLET MOTOR COMPANY turned 
to the package this summer to reach most effectively the 
2,600,000 individuals whom it considers constitute 75 
per cent of its “sales potential” this year. 

The package itself does not stand out as a distinctly 
new idea, but the use to which it was put givies promise 
of a wide variety of new uses for packages as direct-mail 
matter. 

The cardboard container, mailed without wrapping, 
was 8 in. long, 4% in. wide and 5g in. deep. The hinged 
lid was covered in a deep cream color. By using a two- 
color job of printing, the cover appeared to be in three 


colors, since the lettering in cream on a black background 
The 


It contained 


seemed to be in white. Decorations were in red. 
package was labeled “1932 Style Packet.” 
material that made up probably the most ambitious ad- 
vertising job in automotive history. 

Preceding the package job, Chevrolet mailed out a mil- 
lion Durium phonograph records to a prospect list, using 
neither labels nor inscriptions to identify the sender. 
Checking up proved that about nine out of ten of the 
users, checked by the company, hunted up a music store 
or a phonograph to play the record. What they heard 
was a famous radio announcer relating the highpoints of 
the 1932 Chevrolet. 

Then came the big smash. With the help of postal 
authorities, Chevrolet checked one by one the million 
owners of Chevrolets two and three years old and the 
1,600,000 owners of other cars bought in 1929 and 1930, 
to get as near a fool-proof list as possible. 

The packages—2,600,000 of them—were turned out by 
a Detroit plant. The packing box and wrapping of con- 
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tents inside required 50 tons of paper and 75 million 
square inches of Cellophane, eight barrels of glue and 
three and a half tons of cover stock. The packaging and 
handling kept 173 girls and 33 men at work a total of 
34,965 work hours. 

The printing job was scattered, going to two or more 
concerns in Detroit and one printer in Chicago. The 
package contents, inside Cellophane, consisted of a roto- 
gravure newspaper, a booklet stressing the significance 
of a new car purchase in terms of employment and better 
full color cut-outs of every 
(See page 89) 


economic conditions, and 
Chevrolet 1932 model of passenger cars. 


Two million six hundred thousand 
packages like that shown on the left 
were mailed by Chevrolet. In the 
making of these, 50 tons of paper, 
75 million sq. in. of Cellophane, 
eight barrels of glue and three and 
a half tons of cover stock were used. 
Below is shown a scene in the box 
factory where the packages were 
made and assembled 
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MORE THAN TWENTY-FIVE different types of 
slazed and fancy papers are listed in the 1932 PackaG- 
These are produced by a number of 
more of these 


ING CATALOG. 
manufacturers who specialize in one or 
types, so that it may be expected—for experts are ex- 
that the opinions expressed by sev- 





pected to disagree 
eral of them and included in this symposium will be at 
variance, according to the particular types or groups 
referred to. 

To reach a conclusion as to definite trends, one may, 
however, accept majority opinion, and the expression 
this year seems to be in favor of pastel shades, so far 
as color is concerned; simplicity and smallness in de- 
signs, and an equal division as to preference for matt 
and high finishes. The following comments have been 
received : 


“The next year will see very few changes in the mat- 
ter of design and color selection now in use. In our 
opinion there will be a continuance of demand for small 
floral design effects in pastel shades. Fewer deep col- 
ors are being specified than ever before and we expect 
this condition to increase in favor of delicate shades 
during the next several months. 

“A high finish of the paper will still continue to be 
in vogue although there may be a gradual change in 
favor of a dull finish. Silver metallic effects still hold 
their lead over gold and we expect no change in this re- 


spect for some time to come.” 


“Tt would appear that there is a continuation of the 
preference for pastel colors in simple designs rather 
than for the sharply contrasted, heavy patterns of mod- 
ernistic tendency. The trend even goes to indeterminate 
patterns giving the effect of broken plain colors, suit- 
ably embossed.” 

“Many box users today are looking for original and 
individual treatments in designs which will give sales 
appeal to the particular article, with general attractive- 
ness and dignified appearance.” 


“We believe the present tendency is to go to fine 
grades of paper in warm pastel shades with some deco- 
ration, or fine embossing. However, the box covering 
should not be in confiict with the contents of the pack- 
age. Make sure of your selections. Your stylist or 
paperman can be a great help to you in the proper 
selection of a paper for your package. There is hardly 
any excuse for going wrong today in the right selec- 
tion of covering papers.” 

“It is evident that during the past year there has 
been a marked swing back to the plain papers with re- 
strained simplicity as the keynote of most modern 
packages. This type of design has to be done just right 
and can only be described by the elusive word ‘style.’ 











cenuiitien Caves Papers 





It also seems evident that multi-colored printed papers 
are conspicuous by their absence. The use of fancy 
embossings seems to be about holding its own. A manu- 
facturer trying to attract attention to his products will 
of course try to pick a box covering paper that is dif- 
ferent from the average and at the same time attractive 
and truly modern. By modern we do not mean the 
cubist jigsaw puzzles of yesterday. Tomorrow’s designs 
must be in correct proportion, they must be pleasing 
and logical. 

“As for colors, it is so well known as to be unnec- 
cessary to mention that certain colors enjoy fashionable 
popularity for a year or so and then go out, and it is 
up to the package of merchandise to make sure that his 
box covering papers are purchased from a mill which 
is in constant touch with color trends. 

“A majority of all the package merchandise sold at 
retail is bought by or for women, and the manufacturers 
of such merchandise should never forget for one min- 
ute that it is the feminine eye he hopes to attract. 
Therefore, if he decides on a red box let it be a fash- 
ionable shade of red and not some shade of red that 
is on the way out.” 


“The trend appears to be toward simplicity of de- 
sign and strength of background in keeping with the 
spirit of modernism. Bright, fair color combinations 
predominate and will probably continue for a long time 
to be associated with the attractive and the exquisite.” 

“To the keen-eyed there has been evident a definite 
lowering of artistic quality and individuality in boxes, 
The 


resistless pressure on the part of box buyers for a cheaper 


with a resultant loss of good-will and sales effect. 


and still cheaper box inevitably culminated in a stand- 
ardized type of container as against an individualized 
one. Once again, boxes were becoming just boxes, and 
the true purpose of a container in the scheme of modern 
merchandising was overshadowed and almost obliterated 
in the endeavor to shave prices to an absolute minimum. 

“Happily, quality in all lines is again coming into its 
The cheapening process has been recognized as a 
Its cheapening 


own. 
false guide to efficiency and economy. 
effect on business, good will and consumers’ satisfaction 
has become evident. Once again, therefore, the box and 
decorative paper business are looking forward in the 
sense that quality and the part it plays are accorded 
merited recognition. 

“This must not be interpreted to mean that the era 
of $150 paper is returning—far from it. But it does 
mean that the box buyer wants to buy something more 
than a mere container-—that he recognizes the indispen- 
sable and essential part played by artistry, individuality, 
and that he is willing to stop, look and think 





quality 
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Ouret in color value and pleasingly expressive of old-fashioned / 
simplicity, this print by A, M. Collins Manufacturing Company 4 u 


will appeal to the most fastidious. It is designated as Porcelain, ; ( 
Series 221, pink 





Appropriately designated as “Holly Fancy,” 
(No. 1620) this design with its red glased 
background is aptly suggestive of the Christmas 
season. By Louis DeJonge & Company An effective use of a popular color combination, 
an over-all design and embossing place thts 
paper, by The Marvellum Company, among 
those now receiving preference 











Styles, as expressed in color, come and go, so that these trends 






preference is Havana No. 5160-l’ Vani-Mode, manufactured by 
Vidlesex Products Company 
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the Present Peond all Decorative Papers 
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Pastel shades and of simple geometric design, this paper offers an sr 
interesting choice to those who seek to express quality. Hampden comin 
4 Glased Paper & Card Company refers to this number as Velvet peony 
; Lustre Print, J-18 AB ; 
me 
5 Increasing in. popularity are embossed patterns 
3 as applicd to gold and silver papers. Here ts 
One (Celestial, No. 3308 ) recently released by 
: A delicate design which furnishes a_ pleasing Artecote Papers, Incorporated 
background for the appropriate designation of 





packaged products. One of the Spartex papers 
of C. R. Whiting Company, Inc. 


Colorful to a high degree, this modern interpretation of floral and 

leaf design is of striking attractiveness and commands instant 

attention. Harris Importing & Exporting Company, Inc., refers 
to it as RCB 65 
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before he cuts costs to a basis where those advantages 
fly out of the window. 

“The forward-looking paper producer and box maker 
are therefore again preparing to meet requirements where 
good-will and sales effect play a larger part in the pic- 
ture. More money is being paid to designers, more at- 
tention is being given to design and less money is avail- 
able for extravagant materials, so often used to cover 
up a paucity of creative ideas. 

“The new papers will be rich and yet subdued. Soft 
colors and quiet designs will predominate—designs that 
will provide appropriate settings for individual mer- 
chandise. The box, in a quiet yet unmistakable way, will 
draw attention and do justice to its contents. And prices 
in general will be in the middle range.” 


“One of the important factors influencing the trend 
in fancy papers is the increased activity in re-designed 
packages for greater saleability. Fancy papers must 
undoubtedly be smarter and simpler if they are to line 
up with the best in ‘designed packages.’ 

“The fancy paper is a flexible medium lending itself 
readily to new thought in finish and design. Therefore, 
it may and must cater to the illusive and fickle thing 
called style. A few points on the Fall and Winter 
trends are: 

The use of brighter and warmer colors, for the pur- 

pose of stimulating buying and to tie up with the 

general color trend in boxed merchandise and related 
merchandise. 

Greater emphasis on ‘finish’ due to the ‘quality 

movement’ now evident. Reestablishment of stan- 

dards necessitate consideration of quality rather than 
price. 

Increased demands for ‘charm’ in design with con- 

tinued popularity of Victorian design. 

To meet competition ‘on the counter’, papers must 

be dramatic and capable of effects. Each box must 

put on its own little show to get its story across. 


“There is no distinct trend in fancy box cover papers 
apparent to me. Severity in lines on ultra-fine contain- 
ers requires sharp plain colorings, with decoration de- 
pendent upon piping along the edges, producing panelled 
effects. A desire to achieve the ‘Victorian’ effect is also 
apparent on the part of some packaging stylists. 

“In the packaging of candy, it is pretty safe to say 
that the highly colored gaudy package is now being of- 
fered only in connection with the lowest priced goods; 
the use of plain pastel and vigorous colors in glazed 
flints is apparent. The treatment is simple, and some 
very unusual packages show one contrasting color 
printed from rubber plates on a flint glazed with type 
matter in relief showing through in the original color.” 


“For some time there has been a definite trend 


towards plainer papers, particularly high finished sur- 
faces such as flints. These papers have been very popular 
either in plain dark colors, or for some lines of mer- 
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chandise in the pastel shades. At times they have been 
decorated with small conventional designs which help 
to break the monotony of the plain surface. As far as 
we can see, this trend towards high finished papers in 
smaller designs will continue for some little time. Then, 
undoubtedly, there will be a change back to some modi- 
fied fancy papers such as the larger designs and more 
colorings.” 

“The trend for fancy covering papers for Fall con- 
sumption seems to be toward small designs of a deli- 
cate nature. The colors of blue and silver seem to be 
the predominating combination. In metallic coated 
papers, silver seems to be the popular shade for cover- 
ing plain boxes as well as for lining. In general, metal- 
lic papers seem to be quite in vogue. 

“The popularity of high finish papers seems to be on 
the wane and the general trend is more toward matt 
finishes, particularly such type of dull coated papers 
which are rub-proof and can be printed effectively.” 

“For years the paper box retained its mid-Victorian 
appearance and certain types and colors of paper were 
associated with certain types of merchandise; as an ex- 
ample, red glazed paper was generally used for under- 
wear boxes. With changes in living conditions, the sale 
of knit underwear has substantially decreased and in its 
place has appeared a different yarn or fabric, some 
sheer goods and dainty coiors—the old red flannel and 
the conventional white and brindle are being discarded. 
With changes in merchandise, changes have taken place 
in the containers as to shape, size and color. Novelty 
papers of pastel and deeper shades bespeak more ac- 
curately the nature of the merchandise within the box. 

“The tendency is to individually box various kinds of 
merchandise, it is delivered to the customer in better 
shape, unwrinkled, unsoiled and reflects more of the 
suggestion of foresight on the part of its manufacturer. 

“We believe the use of all-over patterns is being 
rapidly extended, also special papers of trade-mark de- 
sign and we cannot overlook the increasing call for 
metallic papers to create boxes of rich appearance and 
individuality.” 

“There is no well defined trend towards any particu- 
lar type of paper for boxes. I personally am surprised 
to find that modernistic designs still continue to be popu- 
lar. Certainly if the new papers being offered are any 
criterion, smali conventional effects promise to be popu- 
lar. For the very high grade boxes, there seems to be 
a trend towards the use of very high gloss papers, and 
by that I mean a gloss extending beyond that obtained 
in the flints. However, very few box makers can work 
such papers successfully, and I doubt if it becomes very 
popular.” 


“We find that the movement which started last year 
towards plain papers is still going on and expect there 
will be no change in the near future. Bright distinct 
colors without any embossings or printings are the out- 
standing papers in our estimation.” (Turn to page 93) 
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IDEAS 


IN GREEK MYTHOLOGY we 
Briareus, whose main claim to fame was the 
sessed fifty heads and a hundred arms 
.. With him on the job there would 


read of a 
fact that he pos- 
quite a complete 


superman—one 


organization in himself. 
ve little need to obtain outside ideas and opinions on packages 
and package work .. . each of the fifty think-tanks could func- 
tion in a different direction. ... But old Briareus can’t be signed 
up... and we don’t need him anyway if our readers will keep 


on sending in their ideas. 


In response to a letter which we wrote recently to a manufac- 
turer a supplier of package materials asking him for 
an opinion as io those suggestions which would be most help- 
ful from his point of view and, after all, the maker of 
machines and the supply manufacturer has to be practical . . 
he said. “While it is true that we are all essentially in- 
terested in new and clever packages for merchandising .. . it 
is, nevertheless, impossible to take hold of equipment investments 
which may run into millions of dollars, simply to satisfy a pass- 
ing whim. I do not wish to be considered old fashioned or 
ultra-conservative but you cannot come out and announce 
that what the public wants is a cuckoo captive cap or a neck 
of a tube which will jump through a paper hoop or blow a 
whistle at 7.00 A. M. in lieu of an alarm clock” Rube 


Goldberg could get ideas from this, what? 


Another manufacturer writes. . “Of course it must be 
remembered that the business we are engaged in is one that by 
itself can do nothing . . . but in association with products that 


are being merchandised, our work can either make or break a 


= 


good item . and the appealing sense of the design appearance 
is the guarantee of consumer interest if based on quality mer- 
chandise.” Both of these letters are well worth digesting. 


... We'll have more in the next issue. 














#32 SIMPLICITY ITSELF. ... The old three-legged- 
stool idea has and always will be the simplest and most adapt- 
able form of support . . . Interpolat- 
ing this in a different direction, we find that the same rule holds 
good with respect to plane surfaces. 
requires no waste board and no gluing... 


three point suspension. 


This triangle carton 
easy to set up, ideaily 
adopted for packaging solid products in cake form . especially 
those products with inner foil wrappers. Top tab can be 
eliminated for most products making this carton layout 
Designed espe- 
cially for those products wherein size is an important factor . 
it will increase the apparent size of the product. 
or square shaped cake is placed inside this carton it will look 


somewhat more economically on the sheet. 
.. If a round 


much larger than the same product in a square carton. 
Note also the generous allowance of space for display purposes 
Submitted by Edwin H. Scheele of Package Design Cor- 


poration... and fully protected. 


#33 > DUAL-PURPOSE 
practical reuse are always in demand ... Supplied with a tight- 
.. the top of which 
incorporates a screw thread... 
molded 


as shown at left 


Those packages which offer 
fitting cover . 


this container may be 
used .. 
for jelly, jam or similar condi- 
ments. Empty, the cover is 
screwed into a recess in the bot- 
tom of the container . 
a substantial base... 


. . forming 
with pleas- 


ing lines. Simple and 
we have an egy cup or service 
for many other purposes. 


Considering the wide range’ of 
available in’ the 


molding materials . 


various 
if ts pos- 
sible to obtain any selection that 


colors 


will harmonise with the pfoducts 
packaged in this novel container. 

Credit for the design and 
for the manufacture belongs to 
the Kurs-Kasch Company, In- 


corporated, who furnished 
“Ideas” with the sample illus- 
trated. ... . All rights to this con- 


taincr are fully protected. 
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A New Molded Dispensing Container 


Here it is—and only a short time ago someone raised 
the question as to how soon it would be before a molded 
plastic dispenser would be on the market. Modern in- 
genuity and manufacturing skill in the packaging in- 
dustry answer this and other queries with characteristic 
promptness. 

This latest addition to the list of containers which 
are available to manufacturers who seek practical, con- 
venient and attractive means of presenting creams, pastes, 
cintments and other products of like nature to the con- 
sumer, is molded of both phenolic and urea compounds 
and is furnished in a wide range of pastel shades. The 
combination of any of these shades with a black base 
and black closure is indeed striking and carries a definite 
appeal of its own. 

The mechanics of the tube are quite simple. There 
is a threaded cadmium plated rod molded in the base of 
the tube. This is provided with a cork-faced metal fol- 
lower which extrudes the paste or cream in a satisfactory 
and rapid manner. The bottom is snapped over a shoulder 
which is molded on the base of the tube and cannot be 
taken apart, thereby providing a non-refillable feature. 
The method of use is well shown in the accompanying 


illustration. 


This novel dispenser is a product of Allen & Hills, 


Inc., who have applied for a patent to cover same. 


























These new dispensing containers, which combine at- 
tractiveness, durability and convenience, represent an 
advance in the utilization of molded plastic materials 
as applied in the toiletries field. This convenience in 
use is apparent in this illustration 
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That Christmas ham or bacon should be appropriately 
wrapped to carry its full significance as a gift. Gen- 
uine vegetable parchment wraps, printed in colors and 
carrying designs which are expressive of the season 
not only protect but add an element of fitness to the 
package. The wrap shown in the illustration is a 
product of the Paterson Parchment Paper Company 


Simplified Practice Recommendation R127-31, 
covering folding boxes for use by department and spe- 
cialty stores is now in print and can be obtained from 
the Superintendent of Documents, Government Printing 
Office, Washington, D. C., for 5 cents each, according 
to an announcement by the Division of Simplified Prac- 
tice of the Bureau of Standards. This simplification 
program, which was proposed and developed by the 
stores with the assistance of the manufacturers, provides 
59 selected sizes of this type of box. These are to take 
the place of 262 sizes formerly in use. 


Simplified Practice Recommendation R107-31, 
covering glassine bags, is now available in printed form, 
according to an announcement by the Division of Sim- 
plified Practice of the Bureau of Standards. Sizes of 
both flat and square bags for specific purposes, such as 
for packaging bread, pies, and cakes, and sizes of general 
purpose bags of capacities from one ounce to two 
pounds, as used in the confectionery trade, are recom- 
mended in this simplification program. Copies of this 
recommendation can be obtained from the Superin- 
tendent of Documents, Government Printing Office, 
Washington, D. C., for 5 cents each. 































Two new packages which combine pleasing and dis- 
tinctive appearance with convenience to the user of the 
contained products are those recently announced by The 
Carter’s Ink Company and shown in the accompanying 
illustration. 

In the Arabex mucilage package, the change is en- 
tirely in the label which now consists of a red central 
band on a silver background with all of the lettering in 
black. This red band effectively matches and balances 
with the red screw closure which is topped with an 
aluminum top, the latter serving as a cover for the mucil- 
age brush. 


Recent—lIn the Stationery Field 





The new “Water Well” paste package consists of a 
“compartment” jar of black glass, a silver label with 
blue lettering, and a truncated dome, lithographed screw 
cap. The stars used in the decoration of the latter serve 
as an identification of the Carter brand, for it will be 
recalled that the company has used this insignia in featur- 
ing its “Midnight” carbon paper and other products. As 
a protection to the paste, until such time as the jar is 
placed in use, there is a layer of paraffin which may be 
removed upon the pulling of a small paper tab on one 
side of the inner surface of the jar. This is a new 
“trick” to us, and seems particularly useful. 








Packaging Glue Samples for Shipment 


For protection and convenience in the mailing of its 
adhesive samples, the Williamson Glue and Gum Works 
makes use of an interesting package, the component 
parts of which are shown in the accompanying illustra- 
tion. From the “inside out,” there is, first, the wide- 
mouthed bottle with a metal screw top which contains 
the glue or gum. A printed label, with space for the 
designation of the sample and the name and address of 
the individual or company to whom the sample is sent, 
is pasted on the bottle. A direction slip is wrapped 
around the latter, and over this is placed a wrapping of 
crepe wadding (Kimpak) which protects from breakage 
and prevents any rattling of the bottle in its container. 
The latter is a fibre can, with tin bottom and a screw cap 
for closing. To complete the package, the foregoing 
assembly is placed in a cloth mailing bag (not shown in 


In all, 


a practical package and indeed serviceable for the pur- 


the illustration) with the address tag attached. 


pose required. 
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Giant Collapsible Tubes 
Serve Hardware Needs 


Roofing cement, caulking pitch, grease, polishing 
compound and other hardware materials used in the 


Packaging building materials in aluminum collapsible tubes is a con- 


venience to the user. 
available for all sizes of tubes 


building industry are being marketed in giant aluminum 


collapsible tubes measuring 10 in. or more in length and 





In the foreground are three iypes of noszsles, 


The new type containers otter 


up to 2% in. in diameter. 
many interesting and unusual advantages and are prov- 


ing useful in and adaptable to many fields. 
The tubes frequently come equipped with different 
sized nozzles, or auxiliary applicators of various shapes, 
adapted to a assortment of 
For example, they may be 


wide 
uses. 
given a wide, flat, ‘‘fish-tail’ end, 
as to thin 
They may be formed, also, in the 
shape of a triangle for glazing or in 
for 


so extrude a ribbon. 


any other convenient shape 
caulking or for filling all kinds of 
cracks and crevices. These applica- 
tors are made strong and stiff and 
interchangeable so that a choice of 


ends is available for each tube. 


The inherent characteristics of 
aluminum make it well adapted for 
use in heavy duty tubes. The 


strength of this metal is particularly 
important in the case of tubes which 
carry stiff materials, such as caulk- 
considerable 
the 


cement, where 
must be 
sides or on the key at the bottom in 
order to force out the contents. 
Aluminum is an extremely light 
metal and weighs only one-third to 
one-fourth as much as the usual ma- 
terials employed in the manufacture 


ing 


pressure exerted on 


This lightness 
Also, the 
convenient shape of these tubes as- 


of collapsible tubes. 
reduces shipping costs. 


sists the user, who saves time and 
energy by using the tube as both 
container and applicator. 

The ease with which they are 
decorated constitutes another at- 
tractive feature of these containers. 
are enameled and_ litho- 


Aluminum — tubes readily 


graphed making effective eye-catching containers. 








The Bureau of Standards of the Department of 
Commerce has submitted:-for the approval of the ice 
cream industry the following simplified list of shapes 
and sizes for paper cups and cap diameters for cups. 

It is expected that the adoption of this program will 
result in a reduction from 4 sizes or capacities of the 
five-cent cup to 1 size namely the 1/6 pint or 48 to the 
gallon, and from 8 different cap diameters to 1; in the 
ten cent or 4 pint size a reduction from 5 capacities 
to 1, and from 3 cap diameters to 1; from 3 capacities 
to 1 and 5 cap diameters to 2 for the half-pint cup; 
from 2 capacities to 1, and 5 cap diameters to 2 for 
the pint cup; and from 2 cap diameters to 1 for the 


quart cup. 
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Adoption of this program will clear the way to-the 
development of universal cup filling and capping ma- 
chines. These machines will be more accurate in filling 
and capping and much higher speed than anything had at 
the present time. The importance of the latter cannot be 
overestimated. A reduction in the time consumed from 
the ice cream freezer to the hardening room will result 
in improvement in the texture of the ice cream. 

Under present conditions cap diameters vary with each 
nianufacturer’s cups necessitating a filler and capper to 
be used from the cup manufacturer, designed to handle 
only their product. A change of the source of supply of 
cups means that a change of filling and capping equip- 
iment will be necessary. 
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RIEGELITE 


Super-transparent, glossy, 
ture-prool, grease-prool, heat-seal- 
ing, anda substantial money-saver. 
Recommended for food products. 





mois- 







RIEGELINE 


Highly transparent, inexpensive, 


strong, pliable, seals easily, will 





not dry and split, works on any 







machine. An economical outer 











wrap for any product. 





CELOWAX 


A low-cost, protective carton 
liner, grease-proof, moisture-proof, 
heat-sealing. Works rapidly and 
without waste on ony lining 
machine. 


















WAXED SULPHITE 


The least SxPensive waxed wrq 
or liner, Heat-sealing 





semi-mois. 
tvre-proof, TeOSe-proof, made ; 
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several grades ranging fro 
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to highly transparent = 
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RIEGEL 
PAPERS 


FOR EVERY PACKAGING NEED 


What does your product require? Moisture 
resistance, moisture retention, grease 
resistance, economical transparency, a sell. 
sealing wrapper or a wrapper that will not 
dry out and crack? Whatever the require 
ment, there is a Riegel Poper adapted fo 
or we can make one for you. 


re always designed for 


your needs, 


Our prices 0 
substantial savings 


RIEGEL PAPER 
CORPORATION 


SB cnicago orrict 
342 MADISON AVENUE fa 111 West Weson® a 






new york, ¥- ' ‘ A 
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Cherry Tree Flask for Vinegar 


Borrowing motifs from the calabash-shaped flask 
associated with early American days, the Duffy-Mott 
Company, Inc., has produced, in collaboration with the 

Owens - Illinois 
Glass Company, 


one of the most 


handsomely — de- 
signed vinegar con- 
tainers seen 
on the market. The 
Duffy - Mott flask, 
while suggested by 
the current interest 
in Washington’s bi- 


ever 


centennial, is not an 
exact duplicate of 
any one_ historical 
design, although its 
general shape and 
decorations are 
based on the origi- 
nal cherry tree flask 
in 1832 to 


the 


made 
commemorate 
100th 


of George 


t ¢ 
aR anniversary 
Wash- 
ington. On one side 
of the flask is a bust of Washington taken from an early 
portrait. On the other side is the cherry tree design. 

A cork specially designed with flange and decorative 
stars makes a neat closure for the new vinegar container, 
which, because of its handy size and shape and its beau- 
tiful proportions will find long service afterwards. 
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Display Boxes That Aid Jewelry Sales 


To effectively display various items comprising a 
high grade line of costume jewelry, the Helgen Manu- 
facturing Company of Providence, R. I., selected boxes 
which, in addition to their smart design, afford the dis- 
tinct advantage of providing greater visibility to the 
packaged article by displaying them at an angle with- 
out the use of attached easels, making them particularly 
adaptable for counter and window display. When closed, 
the boxes form attractive gift packages and are compact 
for shipping. It is interesting to note that when the 
first samples were prepared for this company and set up 
in its showroom they secured favorable comment from 
the first buyer who appeared. The company has since 
expressed its satisfaction of the boxes. 

As may be seen in the accompanying illustration, the 
increased display is obtained in each of the two open 
Folding 


boxes at the left by means of a hinged base. 
back the hinged portion and placing the base of the box 


in the inverted cover do the trick. Needless to say, 
patent on these boxes has been applied for so that rights 
for the use of same are fully protected. 

Shown at the right is a box similarly decorated but 
dependent for its display effect on the background formed 
by the cover and a slight tilting which is obtained in the 
offset hinging of the cover with the base of the box. 
This arrangement also assures complete protection when 
the box is closed. 

In decoration these containers present a dignified and 
attractive appearance, silver lines on a glazed yellow 
background making a striking contrast with the shiny 
black base. The boxes were designed and manufactured 
hy the Taylor Card & Box Company. 








‘-L NEW STANDARD OF RESULTS 


( ~ /  1nw MOLDED conrAINers 


— CLOSURES, ETC. 


The use of Resinox enables manufacturers in the 
packaging industries to obtain molded jars, boxes, 
closures, display stands, etc., of greater lustre and 
beauty than ever. 


Other advantages of this molding compound 
are: (I) Non-brittleness and greater strength. 
(2) Imperviousness to moisture and most of the com- 
mon acids. (3) Surfaces that are free from blem- 
ishes—checks, cracks, etc. 


All these outstanding qualities combine to make 
Resinox "the ideal molding compound." 


Any information you wish with reference to the 
material or its use will gladly be furnished. Our 
technical staff will also cooperate, without obliga- 
tion, in any molding problem. 


SPECIFY RESINOX 


RESINOX CORPORATION 


A SUBSIDIARY OF COMMERCIAL SOLVENTS CORPORATION 
AND CORN PRODUCTS REFINING CO. 


230 PARK AVENUE NEW YORK CITY 
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Package Identification and Protection 


(Continued from page 44) is well under way to secure 
the adoption of uniform state laws governing labeling 
and package protection. Obviously, the time is at hand 
for a double inventory. First, to determine whether the 
packaging community needs any protection, beyond that 
afforded by the common law and existing patent law to 
package shapes, forms, surface ornamentation and deco- 
rative features. Second, to ascertain in what form the 
additional protection should take if extra or substitute 
safeguards are needed. Of all the participants in pack- 
aging, the package designers and package engineers are, 
perhaps, best qualified to translate a cross-section of sen- 
timent in the industry. We have turned to them to con- 
tribute to a symposium for MovERN PACKAGING. 


Arthur S. Allen, who heads a staff of color planners 
and designers, is one of several who have formulated no 
demand for additional protection. Perhaps this is be- 
cause, as Mr. Allen remarks: “None of our designs 
have been actually taken, although modifications of a 
good many have been made.” As for the Federal scheme 
of affording security to originality in design, Mr. Allen 
said: “I think this is well taken care of in Washington 
and do not believe I can add anything to the present 
status of things.” 

Rene Clarke was even more emphatic in expression of 
a let-well-enough-alone attiude. Said he: “I believe 
that there is in existence plenty of legal machinery for 
safeguarding package design against imitation or in- 
fringement. I do not think we need any more laws. 

“It is impossible to prevent anyone from imitating a 
good seller except where the imitator obviously is at- 
tempting to deceive the purchaser into thinking that he is 
buying the oroiginal instead of the imitation. Such an 
intent, if it is established, is now legally punishable, but 
there are so many cases which are difficult to prove direct 
infringements that some probably go unpunished, even 
though the intent of the perpetrators was malicious. 

“The two most difficult things in the world to imitate 
are quality and character. If the manufacturer has both 
of these elements in his merchandise, he has little to fear 
from imitation since the imitator must duplicate either 
the quality or the character, and if he does that, he is 
giving real value for the money, which is not culpable 
unless, as I have stated, the imitator intends to deceive 
the purchaser of the brand.” 

Walter Dorwin Teague is convinced that better protec- 
tion is needed for package designs, and he justifies this 
conviction by rather sensational charges affecting certain 
container manufacturers within the family circle. His 
creed, as stated for MopERN PACKAGING is: “Most assur- 
edly there should be more adequate protection for orig- 
inal package designs, as for all original applied design. 

“The most inveterate plagarists today, unfortunately, 
are some of the very largest companies in the country. 
Secause of their large volume of business they are able 
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as a rule to underbid smaller competitors and take their 
business on a purely price basis. They have shown 
themselves in the past quite shameless in their willingness 
to copy and reproduce anyone else’s designs and under- 
take to produce them at a lower figure than the originator 
who must bear the designing cost. 

“Naturally, these strong companies have been opposed 
to a more adequate legislation on the subject of design 
patents and so far have been successful in defeating such 
progressive measures as the Vestal Bill. Anything which 
can be done to correct this situation, and many other 
forms of plagarism would be of distinct benefit not only 
to the artist but to business in general.” 


George Switzer stands for protection-plus. He puts it 
this way: “I think this matter of protecting not only the 
appearance of a product or package but also its structural 
features is daily becoming more important to industry. 
People are demanding better designed products. To de- 
velop the best in design requires superior talent which 
costs money. If competitors are allowed to step in and 
take over bodily the result of a manufacturer’s invest- 
ment, it follows that progress will be retarded by lack of 
initiative. But if the manufacturer could be assured 
that the works of his designer would be his own ex- 
clusively, he would do his utmost to produce the best in 
his field and our surroundings in life soon would begin 
to look much more agreeable.” 


E. H. Scheele, of Package Design Corporation, has 
given much thought to the issue just now to the fore, 
and has developed a most interesting philosophy on the 
subject. Let his position be stated in his own words: 

“The existing legal protection from imitation afforded 
package designs is, in my opinion, quite adequate. In 
the United States, the interpretation and precedence es- 
tablished by the Supreme Court becomes the real law. 
The function of protective measures is to establish abso- 
lute priority in the eyes of the court and a warning to 
other manufacturers of an intent to protect and preserve 
these rights. Therefore, regardless of legal rights, the 
validity of any trademark, patent, or design invention 
must, in the final analysis, be established in a court of 
law. 

“What we need more than extra protection is a better 
understanding and employment of existing laws. The 
fault for much of the present infringement evil in ‘prod- 
uct substitution’ lies with the manufacturer himself. If 
he would observe the law when designing the original 
package, he could guard against the infringement evil to 
a great extent. Failure to do so makes it possible for the 
unscrupulous leeches to create package designs that, al- 
though obviously intended to defraud the public, are 
within the law and therefore safe from prosecution. 

“The outright imitator or duplicator (when he can be 
caught) is deservedly punished under our present laws. 
It has often occurred to me that if some producer were 
able to elicit the help of the District Attorney's office to 


















Arle Noli days 


@ For the holidays, Ribbonette presents a 
new line of tying materials especially design- 
ed for Christmas packages. 


















@ They possess all the colorful brilliance of 
the regular Ribbonette line, plus unique pat- 
terns appropriate for the holiday gift season. 


@ What an air of distinction these new ties 
will give your Christmas packages. In fact, 
in this time of economy, these new Ribbon- 
ettes alone are all that is needed to give 
your goods that holiday spirit. 


Write for generous samples of these Christmas 
Ribbonettes. Try them on your packages. 





By the Makers of Print ~Ad-~ String. | 


RIBBONETTE DIVISION 
CHICAGO PRINTED STRING CO. 
2319 Logan Blvd. Chicago, II. 
55 West 42nd St. New York, N. Y., © 
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prosecute a flagrant infringement on the grounds of ‘pro- 
tecting the people against fraud,’ and gradually get a few 
convictions throughout the country which placed the in- 
fringers behind bars, we would see much less of copying 
and more respect for these laws. 

“T have no personal experience on which to base the 
recommendation but I can visualize a need for an eco- 
nomical method of legally protecting original package 
designs before being submitted to manufacturers by the 
designer. In my own work this is of no value because 
we operate solely on a retainer fee, plus service, charge 
basis and the integrity of our clients is far above any 
shady tactics. But it would be a help to the younger de- 
signers and students who peddle their wares from office 
to office. These men are not in a position usually to 
apply for expensive legal protection.” 

Helen Dryden declares that package protection is a 
most importait subject, and adds: “I feel very strongly 
that package designs should be protected just as thor- 
oughly as any other creative work. Unfortunately, in 
this country commercial design is not taken as seriously 
as it should be. But is not the artist who creates a dis- 
tinguished and attractive package entitled to the same 
protection as the novelist or playwright? I think most 
emphatically he is and it is quite time that something be 
done about the matter.” 

Ruth Hooper Larison has a viewpoint refreshingly in- 
dividualistic. “I am inclined to believe,” she said in 
answer to the questions for MopERN PackKaGING, “that 
legal protection sufficient to absolutely safeguard designs 
would have a truly detrimental effect upon industrial de- 
sign as a whole. You can’t protect the use of green 
paint on the outside of a cold cream jar and yet two 
standard green jars both containing cold cream can 
easily run into conflictig sales. An intelligent use of 
our present laws and a dash more of integrity among 
manufacturers both of preparations and materials is what 
is actually needed. A designer who can only imitate 
isn’t a designer, and I firmly believe that the men and 
women engaged in actual designing are much more alert 
to the possibilities of creating new designs (which is 
after all simply adapting old ones as there are only seven 
basic designs) than merely copying other packages on 


the market.” 





Ben Nash injects a wholly new note—the necessity to 
reckon with “visual aspect” in the package design pro- 
tection of the future. His opinion follows: “The Vestal 
copyright design bill seems to cover the protection of de- 
sign originality when applied to two dimensional designs. 
But the package design developments of the future seem 
to tend toward a change in form as well as in two dimen- 
sional design. For this reason it would seem desirable 
to give consideration to the adequate protection for de- 
sign originality in three dimensional designs. 

“As the matter now stands it is necessary to protect 
the process for making any newly created three dimen- 
sional design. The originality in the visual aspect of the 
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three dimensional design is not protected unless an ex- 


clusive process in material or manufacture is an integral 
part of the new visual aspect. It appears to me that the 
visual aspect of a three dimensional design is no more 
elusive than the harmonious sounds which result from 
printed and protected music scores. We do not have to 
protect a new type of piano, pipe organ or trombone to 
protect a newly created piece of music. 

“It would appear as though the visual aspect of a 
three dimensional design should be protectable as a flat 
printed surface design. To this end, a detailed drawing 
similar to those used for patent protection should be 
registered for a three dimensional copyright protection 
regardless of design patent or a patented manufacturing 
process. Certainly we must devise protection which will 
simulate advanced changes in the appearances of com- 
modities and containers. When protection is offered in 
the visual aspect field it can invite a new flow of imagi- 
nation, create new industries and new wealth.” 


Getting Merchandise On the Counter 

A display box unit which secured preferred posi- 
tions on dealers’ counters and presents the merchandise 
in an appealing manner to the consumer, thereby making 
possible sales that would otherwise not have been ob- 
tained, is that used by the Boston Garter Company. 

The display and its contents are shipped to the dealer 
ready to be placed on the counter, as shown in the il- 
lustration. The only thing that he has to do is take the 





display out of the carton, bend the back display card a 
little and it offers the maximum display in the minimum 
setting up time with the least amount of physical and 
mental effort, which is a thing apparently to be desired 
among the smaller retailers. 

For the unit packages, only bases or trays of boxes 
are used, these being wrapped in transparent cellulose 
so that the cost of the lids is eliminated, or rather can 
be applied to cost of the display. The displays and the 
boxes are made by the Cambridge Paper Box Company. 
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PEN-JEL also found 
What ? 


The only Satisfactory Answer to the Big Question 
PEN-JEL’s Question: 


For this Food-Powder Product, sold ''a 
batch to a package,’ what is at the 
same time the most economical pack- 
age, the best for the product, the best 
for the user—therefore the best for 
us? 


GOAT’s Answer: 


The Satchel-Bag Package, made only 
on the Anderson Machine, built only 
by us. 
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This moisture-resisting, sift-proof pack- 
age (also used for A. & P. Sparkle, Jun- 
ket, Jello, Royal, and other products) is 
automatically made, filled and closed, 
loaded into carton and the carton 
sealed, at the rate of 25 to 35 per min- 
ute. And it handles non-free-flowing as 








well as free-flowing products. 


Is YOUR problem anything like PEN-JEL's or the others named above? If so, 
the Satchel-Bag Package is the most satisfactory answer also for YOU. 


' 7 ._ a , 
rmore I$ packaging and cartoning specialists, we are Die TO neip in 
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problerr very aitterent trom tne one solvea by Th Satchel-Bag Packaae. 


The Fred Goat Co., Inc. 


314 Dean Street, Brooklyn, New York 
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Established 1893 


For the design, development and production of special devices or machines please address our Contract Division 
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MACHINERY—SUPPLIES 


Included in this department are the new ae- 
velopments in Packaging Machinery and Equip- 
ment and Package Supplies, briefly described 
for the service of our readers 





New Straight Line Labeler 


Burt Machine Company of Baltimore, Md., has an- 
nounced Model “E” straight line labeler which is said 
to be the newest development of that type now in the 
market. This company pioneered straight line labeling 
development, having built its first machine for applying 
After 
the demand for putting top labels on cans subsided, 
there was little or no field for utilizing this principle on 
glass containers for many years thereafter because the 


labels to the tops of cans twenty-six years ago. 


semi-automatic bottle labeler adequately took care of the 
output. When the constantly growing demand for high 


labeling production became pronounced, the company 





another midway through receiving a label, while the one 
nearest the discharge is receiving pressure which thor- 
oughly smooths out the freshly applied label and elimi- 
nates wrinkles. The labeling operation is continuous and 


entirely automatic. 
The single-type model operates at a speed of about 


sixty of the average size containers per minute. A 
duplex model can also be supplied to double the speed 
of the single-type, this turning out about 120 packages 
per minute. The double-type applies both front and 
back labels in one operation, and can be supplied either 
in the single or duplex style. 

Model “E” can be built for two or more size con- 
tainers within a definite range, this being governed by 
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then designed a machine especially for such work, 
utilizing the fundamentals of the original Burt straight 
line principle. The present machine, shown in an ac- 
companying illustration, is the result of three years’ de- 
velopment work. 

On the Model “E” 
maintained, the packages passing straight through with- 
out the slightest deviation from a straight course. Gum 
is applied to the package after which a label is pressed 
in contact with the adhesive-coated surface and pressure 
is then exerted to provide a thorough seal. These three 


a truly direct line of operation is 


operations are performed in sequence, thus three con- 


tainers are always in the process of being labeled—the 
one which has just entered the machine receiving gum, 
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New straight line labeler supplied 

in single and duplex models with 

respective outputs of 60 and 120 
packages per minute 


how large or small the containers are. Floor space oc- 
cupied by the single-type machine is 7 ft. 6 in .x 3 ft. 
4 in.; by the double-type, 7 ft. 6 in. x 4 ft. 4 in. Net 
weight is 950 Ibs. ; crated, 1,200 Ibs.; boxed, 1,390 Ibs. 
It is stated that where an automatic line from filler to 
shipping container is necessary, the Model “E” labeler 
with one operator will take care of the quantity of pack- 
ages turned out by the filler, etc., hence the labor saved 
in the labeling operation is the difference between the 
number of persons now required to label and a single 
operator. In addition, the advantages obtained by hav- 
ing a continuous line of operation are apparent in con- 
trast to the lost motion caused by a break in such line 
when any part of the process must be done by hand. 
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packages in a wide variety of sizes 


can all be “—— on ONE machine 


Uses Cellophane, glassine, 


waxed paper or printed wrappers. 


HIS highly adjustable wrapping machine has met with 
wide interest in the package goods field, because it an- 


swers the modern demand for flexibility. 

It is of special benefit to concerns making products in a num- 
ber of different sizes. But even those concerns whose products 
are now packaged in only one size, welcome the opportunity 
this flexible machine offers in making it easy to introduce new 
sizes to the line. And, of course, it is always desirable to know 
that you can change the size of your package, should future con- 
ditions require it, without running into mechanical difficulties. 

The machine can be equipped to wrap cartons in printed wrap- 
pers, Cellophane (plain or moisture-proof) waxed paper or glassine. 

Changing from one size package to another is accomplished mere- 
ly by turning handwheels, and making a few simple adjustments. 


a A subsidiary of the General Foods Company 
Let us Solve your Packaging Problems wraps these various sized packages on one 


F-9 machine 
This is just one of a large line of machines which we have developed 
to meet the varied requirements of the package-goods industry. No 
P . é SPRINGFIELD, MASSACHUSETTS 
matter what the nature of your packaging problem may be, bring it to us. 
5 ° ° New York Chicago Los Angeies 
Solving problems built our business. aioli teers tiitels tial 


PACKAGE MACHINERY COMPANY 


PACKAGE MACHINERY COMPANY 


Over 200 Million Packages per day are wrapped on our Machines 
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Locking a Wrapper on a Can 


Changing an unattractive can into a smart container 
became a practical procedure for The William Under- 
wood Company through the utilization of equipment 
especially designed for the purpose. Each can of Under- 
wood’s Deviled Ham is now wrapped in a sheet printed 
in striking design, distinctively applied. The closing of 
this wrapper at the top and bottom by a series of inter- 
locking folds is performed by machines, such as the one 











which makes six-point star fold on both 
ends of wrapper placed on cans 


Machine 


shown in the accompanyinig illustration, designed and 
manufactured by the F. B, Redington Company. 

The operations are as follows: Filled cans are fed 
down the inclined chute at the left. Printed wrappers 
are fed out of a magazine shown at the front of the 
machine, a strip of glue applied to one end and then 


Can 


and wrapper are pushed into the wrapping wheel where 


placed over the can as it comes into the machine. 


the ends of the wrapper are glued and the six point star 
folds are made on both ends of the can. The wrapped 
cans are then taken from the wrapping wheel and fed 
down the chute, shown in the center of the illustration, 
under slight pressure, and then discharged from the 
machine at the right. 

A feature of the machine is the six point star folds 
made on ends of the can. This is made in such a way 
as to lock the edges of the wrapper together. This ma- 
chine can wrap objects of similar size and shape in trans- 


parent cellulose. 


A Bag Closer for the Small Packer 

Designed for automatically packing, folding (with 
triple fold) and sealing with tape, either lined or single 
paper bags, the Allison Junior Bag Closer, manufactured 
by B. F. Gump Co., 431 S. Clinton St., Chicago, IIl., is 
particularly adapted for the use of the smaller packer 
who has a capacity of 2,000 or more bags per day. 


This new machine, which is shown in the accompany- 
ing illustration does not, however, replace the Allison 
Bag Closer (A-B-C) which has been previously de- 
scribed in these columns. 
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With the Allison Junior equipment one operator, to- 
gether with the operator on the automatic scale, is said 
to average 20 to 25 bags per minute throughout a normal 
working day and, when desired, the machine may be 
operated with one operator who in addition to running 
the Allison Junior also operates the automatic scale and 
in this manner it is possible to average 12 to 15 bags 
per minute. 

It is stated that this bag closer can be used successfully 
on fibre color, or printed paper bags that have an un- 
printed strip left on the bag for the gummed tape, and 
to work out a pleasing color scheme the paper tape used 
inay be of either a contrasting or similar color to the 
bag, and a characteristic trade mark printed thereon. 

The Allison Junior Bag Closer is easily adjustab!e to 
handle bags ranging in height from 7 in. to 12 in.; in 
width from 2 in. to 3 in.; and in length from 3 in. to 
4% in. When materials that vary in heights on equal 
weights are being packaged, the machine is so con- 
structed as to handle a variation of 4 in. automatically. 
When once set correctly for the size bag being packed 
the machine will operate continuously without further 
adjustment. 

Specifications are as follows: Length, floor space, 7 ft. 
5 in.; length, overall, 9 ft. 2 in.; width, floor space, 1 ft. 
8 in.; width, overall, 1 ft. 8 in.; height, overall (sealer 
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Bag closing equipment for small packer 


unit ), 60 in. to 65 in.; bag conveyor (height adjustable), 
25 in. to 36 in. ; power required (folder and sealer), 1/10 
hp., power required (shaper and packer), 1/6 hp. 


New Transparent Bags 


A new type package in window bags is announced 
by the Munson Bag Company of Cleveland, Ohio. This 
is said to be a 100 per cent moisture-proof transparent 
cellulose bag, re-inforced at all weak points including 
fold lines, seams and bottom with decorative paper or 


glassine. It is made with smooth cut edges and has a 












CONSIDER 
THE ADVANTAGES 


of this new method of packaging— 























. a box with the appearance 
and the rigidity of a set-up 
box, at the cost of a folding 


BRIDGE CARDS 


Patent 
Applied for 


VERY manufacturer to whom we 
have shown this new type of box— 
the Warnerpak—has been enthusiastic 
over its splendid merchandising fea- 
tures as well as its economy from a 
eg le FOR SHEETS AND PILLOW CASES 
It is remarkably attractive in appear- 
ance and hag practically the strength 
and sturdiness of a set-up box. 
Dealers find it a big sales aid because 
it is readily opened up to display the 
actual merchandise. 
It is made in any size or shape, and 
can be printed with striking colors di- 
rectly on the box, or covered with 
novelty papers. It is shipped flat, thus 
reducing shipping costs and _ storage 
space. 








Before you decide on your 
holiday package, let us 


FAN Cy FET UP peg Re 8 a FOR STATIONERY 


BORE S THE WARNER BROTHERS CO. 


MOLDED BOXES BRIDGEPORT — CONN. 
f& CONTAINERS New York Office: 200 Madison Ave. 


mee) WARNERCRAET 


AT YOUR FERVICE | THE FINEST WORD IN PACKAGING 
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satchel bottom formed by a new process which gives 
much added strength, or it may be had in envelope type. 

This bag has the advantage of being made with any 
color paper giving proper color combinations with the 
contents, which show through the front panel, and also 
It has 
a tab projecting above the body for convenient open- 


gives a printing surface for display advertising. 


ing, and the sealing of the bag is easily accomplished. 
It is stated that this bag can be produced at a lower 
cost than the bags now on the market of comparable 
strength, and is patented under Composite Bag No. 
1,868,069. 
eral sizes of these new bags, and soon will be in a posi- 


The company is now in production on sev- 
tion to supply any size required by the trade. 


Steel-Mesh Conveyor Belting 

Especially adapted for conveying products through 
various processes and also used for sorting, assembling 
and many other manufacturing operations, several fea- 
tures are claimed for Acme Steel-Mesh conveyor belt- 


[es 


manufactured 


Steel 
These are as follows: longer 


ing, by Acme Company, 2840 
Archer Ave., Chicago, III. 
life than ordinary belts; runs smoothly—does not weave 
or climb pulleys; may be lengthened or shortened by a 
simple operation; will not shrink or stretch; worn sec- 
tions are easily replaced; endless—no limitations as to 
length. 

The open mesh allows free circulation of air, water 
and steam. The belting is generally driven by sprockets, 
although short lengths are successfully driven by fric- 
Widths of approximately 4 in. to 60 in. in mul- 
tiples of 2 in. can be furnished. 


tion. 


The accompanying illustration shows an installation 
of Acme Steel-Mesh belting at the plant of the Leslie 
Salt Company, San Francisco, Cal. After the salt car- 
tons are labeled, they are carried on this belt, which is 
100 ft. in length and moves at the rate of 20 ft. per 
minute, through the dryer. 
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Transpara Laminated Now Available 


The Transpara Company, which is a division of 
Rhinelander Paper Company and Marathon Paper Mills 
Company, have now perfected a laminated product to 
fill a still larger demand for transparent protective 
glassine. It is said that the advantages of laminated 
Transpara are two-fold: first, enhancement in appear- 
ance, and, second, protection to the highest degree is 
afforded to any paper that is used as a base product for 
Transpara laminated. 

Folding cartons, elaborately printed or decorated, may 
be laminated with Transpara on the outside, thus giving 
the appearance of a wrapped carton without the wrap- 
ping operation or material. The clear, transparent 
glassine beautifies the printing and lends to the package 
the utmost sales appeal. Cartons, paper bags, etc., may 
likewise be lined to insure perfect protection to seepage 
in package of oils, greases, or the entrance of moisture 
and air. 

The method of manufacture is a new, inexpensive 
process which has been developed by W. Ralston & Com- 
pany, Niagara Falls, N. Y. Sales of this material will 
be handled through the Union Selling Company of 
Cincinnati, or Transpara Company of Rhinelander. A 
large assortment of both fancy and utility papers and 
boards are available. 


New "Caseal" Display Board 


Everyone who is concerned with the problems of 
modern package design will be interested in the new 
display board offered by the Closure Service Company, 


Toledo, Ohio. Recognizing that package designers and 
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the advertising agencies and others who assist the pack- 
ager with his problems find it helpful to have represen- 
tative samples of caps and such materials close at hand 
for reference and research, the Closure Service Com- 


























LABELS THAT REFLECT THE HOLIDAY MOOD 
STIMULATE SALES J 


ANY products merchandised in standard packages the year ‘round, can be 
quickly and economically dressed up for the holiday trade by labels such as 
the one above. 









An increasing number of manufacturers each year are protiting by this simple 
method of putting their product in tune with the holiday spirit. 


We make a wide variety of labels for this purpose. Write for samples. Special 
labels can be made to order on short notice. 


CAMEO DIE CUTTING & ENGRAVING CO. 


140 WEST 22nd STREET 
NEW YORK, N. Y. 


Pacific Coast Representative—C. M. Turton, 53! Central Bldg., Los Angeles, Cal. 


CAMEO LABELS 


AUGUST, 





















1932 


pany has selected half a dozen “Caseal” two-piece metal 
caps for permanent display in attractive fashion on a 
convenient board. 

These caps are of the latest designs, created by E. 
Fuerst and perfected by the Closure Service Company's 
engineers. They are made of a metal suitable for litho- 
graphing and lend themselves to attractive decorative 
treatment. The caps shown on the board are not merely 
selections from those in current use, but were specially 
prepared to show the wide range of color and design to 
which “Caseal” caps may be adapted. 

The steadily growing list of important users of 
“Caseal” caps indicates that manufacturers appreciate 
their contribution to the eye appeal of a package as 
well as their record for efficient closure at very moderate 
cost. The Closure Service Company offers to send the 
new ‘‘Caseal” sample display board to any interested per- 
son upon request. This company supplies not only the 
“Caseal” caps, but also every other standard type of 


closure in metal or molded materials. 


Goldy Seal Is Improved 

Changes in the design of the Goldy seal are an- 
nounced by the Aluminum Seal Company, New Kensing- 
ton, Pa. These improvements have resulted from studies 
undertaken by the market research committee under the 
chairmanship of J. E. Sharp, vice-president of the com- 
pany, and are a result of its investigations of the rela- 


tions between closure design and the salability of certain 
products. 

The new seal is made up as formerly, of a combination 
of aluminum capsule and lined inner disk. However, 
the new aluminum capsule is notched at a point opposite 
the tear-off tab, making a convenient hinge in the ring. 
An additional feature is the scoring of the capsule at 
both sides of the tab, thus facilitating its removal. 


Improved seal which offers greater conveniences 


A reclosure feature can be obtained in this seal 
through the use of lugs on the flange of the inner disk. 
These are rolled under the locking ring simultaneously 
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with the capsule. When the aluminum capsule is torn 
off, this disk remains on the container as a handy “snap- 
on” cap. 

This aluminum closure is employed for a variety of 
bottled products. It is particularly well adapted for 
products which tend to crystallize, such as maple syrups, 
honey, malt syrup, flavoring extracts and fruit juices. 
It is also used for such products as olive oil and vinegar, 
as well as for pharmaceutical supplies, where its tamper 
proof features are of special importance. 


New Round and Tapered Cans 


The Russell Box Company, through its subsidiary 
the Specialty Automatic Machine Company, after years 
of experimenting with machinery for the manufacturing 
of round and tapered cans, have developed precision 


New paper cans with safety cover feature 
equipment to make a complete line. Some of the specific 
features claimed for “Snap-Tite” paper cans are as 
follows: 

All round and tapered cans are made in the plant from 
start to finish without the touch of the hand. Surround- 
ing each step of processing, modern sanitation methods 
are in vogue. In construction these cans are compact 
wound and a new method (patented) of sealing the bot- 
tom to the body is used. No germs, insects or dust can 
force its way to the inside of the can to ultimately harm 
the user. 

The cut-away section of the bottom and body, shows 
the sturdy, clean and balanced construction. The lea‘ 
proof cover construction at the one and same time al- 
lows the user to easily clamp the cover over the body 
wall and vet when pressed on prevents the leaking of 
contents even though it is turned upside down or shaken 
vigorously in that position. 

Precision registering of two or more colors on stock 
or special imprint designs beautifies and enhances the 
advertising value, so vitally needed. 

Every food merchant wants a modern means of dis- 
pensing his type of food product. It has to be inexpen- 
sive in order to be used once and destroyed, yet still 
hold its contents safely whether hot or cold. Since it is 
an important item, the paper (Continued on page 86) 
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Printed in onedmapression on a Kelly " 


press from zinc etching and type. 


THIS sheet is ARTCOTE No. 0360 Silver Paper 


7 AURORA PATTERN. There are three other 

-~ embossed patterns obtainable, and they may be 

had in the various grades in which Arteote Gold 
and Silver Papers are made. 


All Artcote Embossed Papers are produced by a 
special heat process to give added brilliancy. 


Send for complete information and samples. 


2% Exclusive Design Patented U. S. Patent Office 


Manufactured by 


OTE ‘PAP PERS 


INC. 


IRVINGTON, N. J. 














OES your package measure up to modern demands? Or, 


is it still back in the nineties, or world war days along with 
dresses that trailed the sidewalks and pompadours? Manu- 
facturers, jobbers, and distributors should scrutinize their 
packages. Improve upon them—give them individuality 
to reflect the good name of their producer. Now is 
the time to think about it. Possibly we can be of 


assistance to you. Of course, there is no obli- 
gation. THE HEEKIN CAN COMPANY, 
CINCINNATI, OHIO. 


AUGUST. 





Among Package Suppliers 


Bainbridge W. Burdick, president of Burdick & 
Son, Inc., of Albany, N. Y., died at his summer home 


in Vermont on July 4. He was taken ill on June 3. 


Percy E. Ginn, president and treasurer of the United 
States 
July 22, aged 63. 
days before his death, when he was stricken with a 


Automatic Box Machinery Company, died on 


He continued in his duties until ten 


cerebral hemorrhage. 

Mr. Ginn was born in Ellsworth, Me., Jan. 20, 1869, 
and completed his education in the Mitchell School for 
3oys at Billerica, Mass., after which he began work in 
the Boston office of Ginn & Company, publishers. He 
was transferred to the office of the company in Atlanta, 
Ga., as manager for four years. He was afterwards 
transferred to Dallas, Texas, in a similar capacity for 
eleven years. 

In 1909 he returned to New England and assumed 
the management of the United States Automatic Box 
Machinery Company, in which he had considerable stock 
holdings. In 1911 he began operating under the name of 
the National Packaging Machinery Company, an indi- 
vidual business manufacturing various packaging ma- 
chinery equipment which he sold out to the J. L. Fergu- 
son Company of Joliet, Ill., in 1930. From this date on 
he continued solely with the United States Automatic 
30x Machinery Company. 

Mr. Ginn never married and is survived by a brother, 
Everett W. Ginn, of Winchester, Mass., and a sister, 
Mrs. Alice Chase, of Danvers, Mass. 


Louis DeJonge & Co., announces the retirement of 
Charles 1. McLoughlin on July 1, 1932. Mr. McLough- 
lin has been associated with the company as an officer 
and director for the past 27 years. Effective July 1, 
the office of treasurer of the company was assumed by 


nm. FB. 


Bergstresser. 


A. L. Volk, formerly merchandise manager of the 
soda fountain supply division of McKesson & Robbins, 
Inc., is now associated with Industrial Mart, Inc., 515 
Madison Ave., New York City, in charge of their 
agency division. Mr. Volk in his new capacity is in- 
terested in acquiring equipment, machinery and supply 
lines selling to the hotel, drug, hardware and soda foun- 
tain dealers or chains in New York City or the Eastern 


seaboard. 


The Aluminum Seal Company, division of the 
Aluminum Company of America, has formed a “Market 
Research Committee” under the chairmanship of J. E. 
Sharp, vice-president of the company. The purpose of 
this committee is to cooperate with manufacturers and 
distributors of products. with which caps or seals are 
used, and with all those who are concerned with packing 
and container design problems. In addition to the chair- 


man, the committee consists of five members of the 
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Aluminum Seal Company organization chosen for their 
wide familiarity with the packing field. These men are 
E. Hogg, A. G. Osborne, D. H. 
The committee offers its 


E. F. Andersen, E. 
Tilson and R. M. Wareham. 
services to those interested, not only on mechanical, 
chemical and technical problems concerning the selection 
of materials and designs for containers, but also on 
problems having to do with the relation of container 
designs to consumer buying habits. 


This pastel caricature 
of M. M. Einson is 
one of the series of 
pastels of men who 
played more or less 
conspicuous parts in 
this year’s conven- 


tion of the Advertis- 
ing Federation of 
America and is the 
ingenious and tal- 
ented work of Al- 
berto Barreto, a 
Peruvian artist. 


H. R. Bliss Company, Inc., of Niagara Falls, N. Y., 
has completed a plan of reorganization with the Latham 
Machinery Company of Chicago under which a new 
company, Bliss-Latham Corporation, has been formed 
which will take over all of the plant and assets of both 
constituent companies. A substantial interest in the new 
company is held by the Dexter Folder Company of New 
York City which is the owner of a controlling interest 
in Latham Machinery Company. The plan of re- 
organization has been ratified at stockholders’ meetings 
of the various companies involved and went into effect 
as of July 23. 

H. R. Bliss Company, Inc., was organized in 1926 
and manufactures machinery for wire stitching all kinds 
of solid fibre and corrugated boxes, adhesive sealing 
equipment, and special automatic machinery for the con- 
It also promotes the use of Bliss 
(patented) boxes. Latham Machinery Company is an 
old-established Chicago concern and manufactures a 
complete line of wire stitching machinery for boxes, 
books and pamphlets, also perforators, punches, corner 
cutters and other equipment for the printing and book- 
binding trade. Dexter Folder Company has a plant at 
Pearl River, N. Y., where it manufactures feeders for 
printing presses and other printing and bookbinding 


tainer industry. 
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made the modern effects possible. 
Printer illustrated is one of these machines, producing artistic multi- 
tone effects with single color ink distribution. 
effects obtainable by the Waldron Intaglio method is little short of 
phenomenal. Investigate the possibilities for your production. 
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Beauty is building sales for the artistic papers and trims now so 
popular, but beauty is the result of the Waldron Machines that have 


The Waldron 3 color Intaglio 
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equipment, and is an old and outstanding concern in 
its field. 

The officers of the new company are as follows: 
President, James S. Gilbert; vice-president, Herbert R. 
Bliss ; vice-president, Ralph A. Fink; treasurer, G. Pres- 
cott Fuller; secretary, Edward E. Franchot; assistant 
secretary, Oswald D. Reich. 

All of the lines of equipment manufactured by the 
present Bliss and Latham companies will be continued 
by the new Bliss-Latham Corporation and all manu- 
facturing operations will be consolidated at an early 
date at Niagara Falls, N. Y. The management of the 
Bliss-Latham Corporation will be in the hands of G. 
Prescott Fuller with R. A. Fink as Western sales man- 
ager and John H. Bliss as Eastern sales manager. 


Harris Importing & Exporting Co., Inc., of Glen 
Falls, N. Y., importer of exclusive French box covering 
papers and other foreign novelty papers, has appointed 
Ellsworth E. Howie as New York sales representative, 
with headquarters at 246 Fifth Ave.; telephone, Ash- 
land 4-9600. Mr. Howie was formerly with Whiting- 
Patterson Co., and previously with the McLaurin-Jones 
Company. 

This company recently brought some new lines to the 
American market after having made an exhaustive sur- 
vey of the resources of French, British and German 
manufacturers and selected new papers which, it is felt, 
will have a broad market among the buyers of exclusive 


goods. Included in the Harris line is a wide range of 
color and design in decorated papers and boards, imita- 
tion leathers which simulate some of the most exclusive 
ieathers, plain, embossed and decorated suedes, silk 
velours, gold and silver paper and boards, and embossed 
metallic and mica papers. Especially interesting among 
the designs are a series of florals which range from the 
tiniest to the large patterns for luxury boxes. There are 
geometrics also which correctly interpret the modern 
artistic French taste. 

For the printing, publishing and greeting card trades, 
Harris Importing & Exporting Co., Inc., have some 
specially designed plain, metallic, embossed and hand- 
made papers in unusual effects. Commenting on the 
plans of the company, A. W. Harris says: “It is in- 
evitable that the taste of the American public should 
swing back from the standardization of design and 
execution in paper boxes. The future of the business 
today is in novelties and originality. We must create 
new things to open up the purse-strings. We must give 
good value and good quality, but we must keep in mind 
that the public has been flooded with ordinary boxes; 
and that the only way business can be rebuilt is through 
artistic boxes which are exclusive in character and de- 
sign. I want to emphasize that quality and artistry in 
paper boxes is not a question of high price. We have 
some papers that will meet the most exacting require- 
ments of the purchasing agents on price, but we have 
first of all demanded a standard quality and artistry.” 
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Color Silent Salesman for Product 
(Continued from page 37) 

The actual packaging history of Dip-It, a tinting and 
dyeing preparation packaged in tubes, as designed by 
Mr. Schenck, dates back to 1927. In these five years it 
has undergone four gradual steps in package redesign, 
each step an improvement not alone in the container but 
the carton as well and, recently, in the counter display 
stands. The tube, however, holds the primary interest 
for all to whom packaging is the stragetic factor in prod- 
uct merchandising. 

Today, with package merchandising holding the key to 
successful competition, color and its correct application 
has become almost indispensible. And its increasing 
adoption with the demands its use has imposed has ex- 
tended the scope of the supply manufacturers equipment. 
As a result, lithographed containers correctly expressing 
in color and illustration the products they hold are seen 
more frequently—the natural sequence of a trend in- 
dicative of a higher concept of package design and its 
reaction on consumer buying. 

One of the most far reaching aids towards stimulating 
sales within the past two years has been the application 
of color on packages to indicate hues of various prod- 
ucts. One well-known hosiery company stepped up unit 
sales by packaging several pairs of ladies’ stockings in 
an attractive box, on the cover of which bands of color 
indicated the actual shades of the packaged hosiery— 
shades which harmoniously blended with other costume 
colors. Producers of food have to some extent applied 
the same principle to labels on packages for their prod- 
ucts. Illustrations of the packaged contents in their 
natural state, it has been found, provokes renewed in- 
terest and functions as a double weapon for display 
appeal. Mr. Schenck, however, in packaging Dip-It, 
goes one step farther with this principle, citing, at the 
same time to the packaging industry, a noteworthy ad- 
vance in lithography. 

Mr. Schenck’s enthusiasm for his product is not in- 
fluenced alone by its claim to superior qualities. The 
manner of presenting Dip-It to familiar and prospective 
consumers through the vehicle of color as the product’s 
salient talking point, shares equally. 

In 1927 and again in 1930 when the package under- 
went its first revision, in this series, both tube and carton 
for the entire line of color dyes was carried out in blue 
and yellow. The redesign in 1930 was slight, limited 
to a change in slogans and wording and the addition of 
the trade-mark motif on the flaps of the cartons. 1931 
saw Mr. Schenck’s efforts and ideas toward an appro- 
priate and entirely correct dress for his dyes rewarded. 
The carton remained unchanged with one important ex- 
ception, an exception—influenced by the improvement in 
the tube—to express the function of the package as the 
silent salesman. This took the form of a window in the 
center of the oval trade-mark, displaying the tube within. 

It was upon the latter part of the package assembly 
that Mr. Schenck had concentrated his energies in the 
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year that elapsed since the second step in redesign. 
Aside from the quality and property values of a dye 
product, color follows next in importance. A pink, red, 
purple or green dye in a blue container was only not 
fitting but inappropriate, contended Mr. Schenck. Why 
not a tube lithographed in the same shade as the product 
contained A convenience to the purchaser? 
An aid to the retailer? Effortless advertising for the 
product? Most assuredly, and experiment and research 
with tube manufacturers' finally culminated, after one 
year, in the redesigned package of 1931 which authenti- 
cally showed through the window of the carton the true 
color of the product packaged. There was one element, 
however, in the redesign of the tube, Mr. Schenck found 
after a few months, which retarded in a measure the 
merchandising function of the container. The trade- 
mark oval design in color on the tube carried the char- 
acteristic wording “Dip-It For Tinting and Dyeing.” 
This lettering showing through the open faced window 
materially weakened the force and effect of the use of 
the product color. 

Early in 1932, the fourth redesigned package was 
placed on the market. In order te keep intact the trade- 
mark motif on the tube, it now appears on the upper 
part of the container, considerably reduced in size. The 
space it formerly occupied is now exclusively devoted 
to the color of the dye. Another improvement which 
1932 ushered in for the packaging of Dip-It was a 
change in the color scheme of the trade-mark on the 
carton. To emphasize the color feature, which literally 
sells the product, the oval is now carried out in black and 
white, giving the package more display value. 

The Dip-It line includes twenty-one colors, each pack- 
aged for the retailer twelve to a display carton.* A 
counter display cabinet of metal is also distributed by 
the company for the showing of the entire line. At the 
present time, Mr. Schenck, ever ingenious, is working on 
a design for a counter display stand which will incor- 
porate the newest and most convenient materials and, at 
the same time, set off Dip-It to its greatest advanage. 


e 


within ? 


1Art Tube Company and Bond Manufacturing Company. 
“Continental Folding Box Company. 


At a recent meeting of the Eastern Lithographers 
Association, a resolution was passed requesting Charles 
W. Frazier, as president, to appoint a committee of three 
to investigate on behalf of their association the matter 
of giving publicity to lithography as a medium of adver- 
tising and sales promotion. M. M. Einson was ap- 
pointed chairman. The other members are Stuart 
Powers of the U. S. Lithograph & Printing Company 
and Trowbridge Marsten of the Kaumegraph Company. 
The general purpose of the committee will be to investi- 
gate this general subject matter and report back to the 
association at the September meeting and in the mean- 
time avail themselves of such publicity as may be had 
through the co-operation of trade journals or association 
bulletins or other means that may suggest themselves to 
the committee. 
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THE CHRISTMAS BOX 


This is the time to select a suitable covering for the box that will help sell the 


Christmas merchandise. This new Hampden SILVER STAR CHINTZ is something 
different from the ordinary seasonal box covering and has a certain attraction 


that should make it a popular selection. 


Large working sheets will be gladly forwarded on your request - - no obligation. 


HAMPDEN GLAZED PAPER & CARD COMPANY - Holyoke, Massachusetts, U. S. A. 


Manufacturers of the most varied line of fancy box papers on the market. 











Select a Container “Definitely Different”! 
.....make it a Hycoloid 


HYCOLOID in lustrous tints or colors 


Ee: ae They seneiion: paeiae VIAL-TUBE-BOTTLE-JAR 


For, with a container that is dis- 
tinctly "different," you make it easier 
for your customers to identify your 
product. Though Hycoloid has the 
visibility of glass, it has greater pro- 
tective qualities ... 





Hycoloid is unbreakable; made in 
beautiful colors with labels harmoni- 
ously processed in production. Fit 
for the finest products, Hycoloid is 
by no means the most expensive. 
Ask for samples. 


UNBREAKABLE—FEATHERWEIGHT—SEAMLESS—OPAQUE OR TRANSPARENT 


© BE DACHEs PRGentn: tr eaten be.wn ia amaon © 


46 AVENUE “L”, NEWARK, NEW JERSEY 





SET UP YOUR SHIPPING CONTAINERS 


th “IDEAL way 


HERE’S only one best way to do anything, and 

IDEAL stitchers are the acknowledged best way to 
set up your shipping containers. Best because they 
operate with such ease and speed that an experienced 
operator can easily stitch 300 containers in an hour. 
Best because with all their speed they are ruggedly built 
and dependable. No time out for repairs with IDEAL 
Stitchers. 
Best because the IDEAL stitches at the bottom where 
stitching is most needed and the container is better fitted 
for the bumps and jars of its journey. 
Act today. Make us prove that the IDEAL is better. 
Mail the coupon and we'll tell you all about it. 


IDEAL STITCHER & MFG. CO. 
100 Ath Street Racine. Wis. R 
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Grape-Nuts New Dress 


To make a package worthy of the product, incor- 
porating sales-making qualities with the ability to attract 
immediate attention and hold it, constituted the problem 
in designing the new Grape-Nuts package which has 
been adopted by General Foods for that product. In 
the final selection, eighty-five designs on dummy pack- 
ages were considered, the choice representing a merger 
of a number of the best features of several different 
designs. 

Typographically the package bespeaks 1932. The 
name closely approximates the popular Girder so much 
in vogue today; its other display lines have been pat- 
terned after the sans serif types inspired by the Kabels, 





Futuras and Vogues found so acceptable to leading de- 





signers in recent times. 








Highly patriotic and postery in its red, white and blue 
dress, the committee favored this color combination not 
only because of its proved harmony, but also because it 
does carry a definite sales appeal in many communities 
where flag-waving is an activity commerce cannot over- 
look... The company denies that Representative Sol 
Bloom’s Washington bicentennial committee influenced 
the choice, although it can not be denied that it was a 
happy selection for this year when the nation is observ- 
ing the two hundredth anniversary of its first Presi- yp no Grape Nuts Package incorporates splendid 
dent’s birth! shelf visability with use of pleasing type 








THIS CAN IS 


OPENED 
WITHOUT IDEALLY LOCATED 





. «in the heart of the retail shopping 
district and less than three blocks from 
Independence Hall, the Nation’s Shrine 
«+. more for your money... in its 


The Dubl-Lock is the most modern type of cylindrical 


fibre container . . . The tin slip-on cover has double flanged ° er 
sides that fit down snugly over the container and label. 1200 large, airy rooms, each with its own 
This method locks the cover securely with slight pressure bath tn its three restaurants, where 
and releases just as easily—in no way does it mar or tear | a ? 

the label. The Dubl-Lock is carefully wax lined inside, | food prepared by a world-famous Chef 


providing moisture resistance and greater sanitation... . ; 
A diversity of standard sizes are always carried in stock, is served ... Garage service at entrance. 


enabling us to offer 24-hour service. Special sizes and color 


combinations furnished on order . . . It will pay you to 
find out about the possibilities of the new Dubl-Lock for LARGEST UNIT IN THE UNITED HOTELS CHAIN 
your product. HORACE LELAND WIGGINS, Managing Director 


CIN-MADE = Eayayciea cand 


THE CINCINNATI MAILING DEVICE co. oe » ae ee Oe ee A i ie ee - eA 
297 EGGLESTON AVE. » » CINCINNATI,OHIO | PHILADELPHIA 
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FOR BIGGER HOLIDAY SALES 
USE PILLIOD 
WOOD ETCHED TRAYS 
AND BOXES = = OS 


The rapidly increasing popularity 
of these boxes and trays is due to the 
appealing beauty of the hand-carved 
effects produced by our new etched 
wood process. 

They have a charm and richness of 
character which make them _particu- 
larly effective as gift boxes. 

Several designs and sizes carried in 
stock, others built to order to fit your 
merchandising unit. 

Samples and our representatives are 
at your disposal. 


THE PILLIOD CABINET CO. 
Swanton, Ohio 
Since 1896 






































without a clip! 


..the COLTON 
Clipless Closure 


This remarkable improvement in the sealing of 
collapsible tubes is being rapidly adopted by leading 
manufacturers. Ipana, Ingrams, Pepsodent, Palm- 
olive, Barbasol, and scores of others are now using it. 


Not only is it far superior to the old-fashioned 
method of using a clip, but decidedly more econom- 
ical. 


Write for folder giving complete information. 


ARTHUR COLTON CO. 
2600 East Jefferson Avenue 
DETROIT . MICH. 


No. 17. Automatic Tube 
Filling, Closing and Crimp- 
ing Machine 
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MACHINE OR HAND OPERATION |: 


DON’T 
GAMBLE!— 


It’s too big a risk for you to use 
an adhesive that has not been 
tested and approved by leading 
manufacturers. 


The few cents apparently saved 
by using a cheaper adhesive 
does not offset the economies 
of using 


“TESTED” 


ADHESIVES 


Adhesives that are scientifically 
manufactured and so designed 
as to give better and more eco- 
nomical results. 


Don’t gamble .. . . your 
product and reputation 
are worth too much. 


NATIONAL 
ADHESIVES 


CORPORATION 


Home Office—820 Greenwich St., New York 


1940 Carroll Ave., Chicago—883 Bryant St,,.San Francisco 
15 Elkins St., Boston—1305 Germantown Aye.,,Philadelphia 


WORLD'S LARGEST PRODUCER 
OF ADHESIVES 


: Sales Offices in all principal cities ; 
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Machinery—Supplies 

(Continued from page 78) used is carefully selected 
and must conform to specifications of contraction and 
expansion. For example, it must withstand boiling water 
or coffee at 212° F., to frozen liquids of —10° F. 
Special sizing is used to fill in the interstitial air spaces 
between the fibres, and care is exercised as to uniformity 
of fibre strength. Pure pulp stock is used to insure odor- 
less and tasteless containers. 

There are three parts to a paper container: the body 
sidewalls, the bottom and the cover. Pliability is a highly 
important specification in forming the bottom and body 
sidewalls. Seconds occur when spliting takes place. Non- 
warpness and rigidity is essential for the cover stock to 
prevent leaking and maintain manufactured size. 

The cover is a new feature and embodies all the prin- 
ciples known to careful manufacturers plus the fact that 
the disk cannot be forced out of position when the cover 
is pulled off to empty the contents of the container— 
plus the ease of putting the cover on the body when it 
is full. No wriggling, no squashing in of sidewalls or 
jamming to fit plus the safety feature of the bead to in- 
sure tightness and safety from leakage. 


They Are Cel-O-Seal Caps 

On page 30 of the May issue, in referring to the caps 
used to hermetically seal the glass tubes containing Dr. 
\WVest’s tooth brushes, it was incorrectly stated that these 
are of gelatin. There caps are made of pure regen- 
erated cellulose made by The Du Pont Cellophane Com- 
pany, Inc. We are glad to acknowledge this error and 
make this correction.—Editor. 

Space saving, elimination of delay, reduction of in- 
ventories, prevention of spoilage, of permanent adver- 
tising value, simplicity of assembly and greatest strength 
are the claims made for the improved Metal Edge 
method of packaging. Particularly well arranged, as to 
illustrations—linecuts, halftones and process plates— 
and text, the new 24-page booklet issued by National 
Metal Edge Box Company, Callowhill at 12th Street, 
Philadelphia, Pa., provides interesting and instructive 
reading. Anticipating a number of pertinent questions, 
the company has asked and answered them, besides pro- 
viding an exceedingly valuable digest of information. 

A new booklet on glass vials has just been completed 
by the Kimble Glass Company of Vineland, N. J. It 
shows in half-tone illustrations various types of auto- 
matic machine-made glass vials, presenting their adapt- 
ability to all types of caps or closures, in a full range of 
sizes. Kimble automatic machine-made vials are being 
used by the drug and pharmaceutical industries for in- 
creasing the sales appeal of their products and affording 
a lighter, more compact package. Food manufacturers 
and many other packers realize the value of these vials 
for reducing costs in packaging samples. 
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FROZEN WIRE STAPLES 


for Package Manufacturing Purposes 


’ E specialize in the manufacture of all 

type frozen wire staples for office and 
industrial purposes. We can supply you 
with staples to meet your needs in any style 


points you desire. 


Our staples are superior from the stand- 
points of sharpness, penetrating power, uni- 
form size and strength. 


Our experience in the packaging industry 
and our great production facilities enable 
us to help you with any stapling problem— 
and to furnish you with staples at a very 
low cost. 


Your inquiry will be given immediate at- 
tention. 


PARROT SPEED FASTENER 


388 Broadway 





Questions and Answers 
Loss Through Glass Breakage 

What can you tell us of the experiences, regarding 
breakage, of any companies marketing a product packed 
in glass, such as furniture polish, French dressing, etc. 
The product in question will be packed in 4-, 6- and 
12-0z. bottles and we would like to have some idea of 
what figures to use as an estimate of loss through break- 
age, both in plant operations and in shipping. 


It is difficult to arrive at concrete figures on breakage 
in processing and handling. Some packing plants have 
good engineering staffs which keep the equipment in 
proper shape, and in these it is found that the breakage 
is negligible. On the other hand, where packing plants 
are careless with equipment, allowing it to get out of 
alignment, there is considerable breakage. 

From available data in food, drug and general packing, 
the Glass Container Association of America estimates 
that the breakage will amount to something less than 
one-half of one per cent during the handling and packing 
in the factory. Many sales contracts are drawn with a 
2 per cent breakage clause, which is so far in excess of 
what actually happens that the clause is rarely taken 
advantage of. 





Wire Staples For All Types Of Machines 


ew wie 


From The Smallest To The Biggest 


P1AAAAnaAna 


From The Thickest To The Thinnest 











We are the manufacturers 
of Speed Fastener Stapling 
Machines. Ever try a Speed 
Fastener? In our opinion 
it’s the most highly perfect- 
ed stapling machine on the 
market. Sizes for every 
need. Prices on request. 


CORP. 


New York, N. Y. 


Sworn statements made by many shippers in a num- 
ber of cases before the Interstate Commerce Commission 
concerning the claim risk attached to shipments of goods 
in glass prove that the breakage is totally negligible. In 
the matter of I. & S. Docket 3569 recently concluded, ten 
of the most prominent shippers of canned goods showed 
that the risk attached to canned goods in glass was one- 
twentieth of one per cent of the freight charges on the 
shipments. In Docket 18613 involving shoe polish and 
dressing in glass, one of the largest shippers in the coun- 
try had no claims in the preceding three years and the 
other largest company had claims for damage to liquid 
shoe polish in glass amounting to $13.26 as,compared 
with freight charges on the shipments of $46,751.12, the 
claims amounting to about one-thirty-sixth of one per 
cent of the freight charges. 

In order to arrive at a liberal working estimate of the 
risk in transportation involved it could be assumed that 
the risk amounts to one-fourth of one per cent of the 
freight charges and the freight charges equal 10 per cent 
of the value of the goods. This would make the risk 
about one-fortieth of one per cent of the value of the 
goods. This estimated risk, which is too small to be 
taken into calculation as a factor, is no doubt consider- 
ably greater than the actual risk involved. 
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BUTTON W 


AUBURN, N. Y. 


Manufacturers of Celluloid Sheets & Rods. 
Molders of Bakelite, Durez, Celluloid, 
Lumarith, Beetle, Plaskon, ctc. 


Are Your 
CONTAINERS 


‘Self -Salesmen? 


Do they speak for themselves? 


Do they have a uniqueness, beauty, 
and richness that demands the 
dealer to place them in the pre- 


ferred display positions? 


Do they impress the casual cus- 
tomer with the fact that they 
contain something of value and 


exceptional worth? 


They do if they are AUBURN — 


designed and manufactured! 


We shall be glad to talk over with 
you the many advantages offered 
in AUBURN Molded Containers. 


Write us today — and if possible 
send us a sample of your present 


container. 





LS Inc 


| Some Old and New Packaging 


(Continued from page 55) In the old days this word 
“Eveready” with the eagle at the top was used as a 
trade mark. The word “Eveready” was not easy to 
read on account of the character of the lettering with 
a wide border and red background. In the new package 
the construction of the word “Eveready” is beautifully 
done. Each letter becomes a little thicker as it ap- 
proaches the center of the word, and decreases as it 
reaches the end. It has been used not only in the bat- 
teries, but in all of their packages and advertising in 
connection with Eveready products. 

Last of the group shown is the Sparkle package of 
the Great Atlantic & Pacific Tea Company. The old 
package shows three colors and gold, which is the equiva- 
lent of five colors. This was very expensive to print. 
The new package of Sparkle is in two colors, and is so 
arranged that each flavor is suggested by the color of the 
package itself. This has proven eminently successful, as 
shown by sales which are about two and one-half times 
that of the old package. 

A great many other packages have been worked out 
along these new color plan ideas. We found making the 
package suggest the contents is most successful. Pack- 
age designing is an art in itself. It is not merely con- 
structing the four walls of a carton or a label of a bottle, 
but means enhancing the value of the product inside. 
When one thinks of “whole wheat” one does not want a 
brass bound package; when you think of “cake,” let the 
package enhance the cake, and make it more edible. If 
you want to show whiteness in cotton cloth and gauze, 
use the richness of a purple blue. The Rinso car cards, 
showing a series of washed clothes used a purple blue 
background which was most effective. The average 
bread wrapper today, printed in green, reds, orange, etc., 
is most unfortunate. The new bread wrapper of the 
Atlantic & Pacific Tea Company of Grandmother’s 
Bread is the most successful of the present bread 
wrappers. 


Amendment has been made to Section 14 of Regula- 
tions No. 6 (Bureau of Industrial Alcohol) which re- 
lates to the use of solid fibreboard cases for distilled 
spirits bottled in bond. These amendments may be 
obtained upon request from J. M. Doran, Commissioner 
of Industrial Alcohol, Department of Commerce, 
Washington, D. C. 


Simplified practice recommendation R128-31, 
covering corrugated boxes used by department and spec- 
ialty stores for packing merchandise, is now available in 
printed form according to an announcement by the 
division of simplified practice of the Bureau of Stand- 
ards. This simplification program, which was proposed 
and developed by the industry, reduces 322 sizes of cor- 
rugated boxes formerly used by stores to a selected list 
of 75. The users and manufacturers expect to realize 


AOR substantial savings by adhering to these standards. 
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Here is a new low-priced GLAZED VELUMET Box PaPer— 
by Collins—offering proof that distinction and economy 
can work hand in hand. GLAzeD VELUMET will add richness 
and character to box coverings without the penalty of 
costliness. @It prints easily and is extremely practical. 
We suggest that you send for sample sheets and sample 
books at once—Ask for GLAZED VELUMET No. 156—made in 
Buff, Green and Brown. 


A. M. COLLINS MFG. CO., 1518 Walnut St.— PHILADELPHIA 


BOSTON: H. L. Goodman, 110 High St. PACIFIC COAST: Zellerbach Paper Co. 


ee ee ae ee ee eS - 


SAMPLE OF COLLINS GLAZED VELUMET—No. 156 








Chevrolet Drives In With a Package 
(Continued from page 56) 


The printing of the cut-outs itself was a notable | 
achievement in that the printing, with descriptions on the | 
back of each, was done in five colors in a single run ona | 
single press, without any makeready as it is commonly | 
Before the job was attempted, the printer col- | 


known. 
lected an assortment of old cuts, heavy and light and in 


between, and ran them off on the 46 in. by 70 in. sheet. | 

The booklet consumed ten tons of paper, 500 pounds | 
of printing ink and kept 27 persons busy three weeks. | 
The rotogravure section represented 1,145 hours of labor. | 
The cut-outs were printed at the rate of 50.000 to 70,000 | 


sheets a day and took three carloads of paper. 
The mailing was Chevrolet’s final summer shot at buy- 
ers before the short summer letup. 


Motors units is uncertain, but the ones in charge of the 
campaign say “it is only a starter” and let it go at that. 

It was Chevrolet’s answer to depression propaganda. 
The mailings were staggered, to reach each dealer’s pros- 
pects just ahead of a salesman with an order book, and 
constituted about 100 pieces of mail for each member of 
the sales organization. 

Manufacturers of other products, whose unit repre- 
sents a sufficient amount of money to make the plan 
practicable, are giving considerable study to Chevrolet’s 
effort. The package is going right into the home to sell 
the product ! 


New Transparent Set-Up Box 


A combination set-up and transparent cellulose box, 
known as the Celo-Box, which offers visibility of its con- 
tents and also assures rigidity, is manufactured by the 
Pioneer Paper and Box Company, Oklahoma City, Okla. 
As may be seen in the accompanying illustration, this is 


a two-piece box, similar to the ordinary set-up confec- 
tionery box, on which both sides, ends and top are die 
cut, which gives the effect of a showcase for display 
purposes. The transparent cellulose is placed around the 
top and bottom portions of the box, being glued on to 
the inner surfaces. 


Whether it will be | 
the beginning of a general program by other General | 

















Acme Steel Mesh Gonveyors 


are available In 


GHROME NICKEL 
STEEL 


Now we have brought the advantages of this hard, tough, 
most acid resisting metal in practical use to the conveyor 
line. Acme Steel Mesh Conveyors, flat surfaced, self- 
draining, easily cleaned are offered in 18-8 Stainless Steel. 
Now Acme Conveyors last years longer and are non- 
corrosive. 

Acme Steel Mesh Conveyors are used by bakers, canners, 
meat packers, beverage manufacturers, etc. In stainless 
steel, it has added advantages that make it even more 
the logical conveyor belting for those industries where 
cleanliness is an important factor. 


ACME STEEL MESH CONVEYORS 


offer these advantages: 
A flat surface for carrying your product—in process, or 
in the packaging line. 
Open mesh allows free circulation of air, water, and 
steam. 
Open mesh affords ease of cleaning and sterilizing. 


Construction and design give exceptional wearing 
qualities. 


Design also affords ease of replacement of any worn 
parts. 


Available in any length or width required—in 18-8 
Stainless or Electro-Galvanized Steel. 


Write today for descriptive bulletin containing 
full information on Acme Steel Mesh Conveyors 


ACME STEEL COMPANY 
General Offices: 2840 Archer Avenue, Chicago 


Branches in Principal Cities 





AUGUST, 1932 





Container Identifies a Companion Product 


The Red Cross Products Division of Johnson & 
Johnson has just introduced an important, new surgical B80 vAUie 
accessory. “Drybak,’’ a waterproof adhesive plaster. or 
This plaster is made with a specially prepared Revolite 

backing that sheds 
water, preventing ENE REGULAR 
sogginess and curling 199 SIZE 
up at the edges. Dry- 
bak is sun-tan in col- 
or to match the skin. 
The container for 
Drybak is designed 
to identify it in the 
consumer’s eye with 
a related Red Cross 
product, Drybak 
Band-Aid, the water- 
proof, adhesive speed 
bandage, which has already met with tremendous suc- 
cess. The container is a metal “Push-Click” cartridge 
spool which permits convenient dispensing of the ad- 
hesive plaster and keeps it clean and fresh until used. 
In introducing Drybak, Johnson & Johnson are giving 


free with every two dozen spools ordered, an extra The new counter display which features the Listerine 


“Travel” bottle and a regular package of that prod- 


spool of Drybak, together with a colorful basket for 
uct. Manufactured by Einson-Freeman Co., Inc. 





jumbled counter display. 


INTRODUCING 


Gold Standard De Luxe 


SHOE LACE 
PACKAGING 


This mitre box covered with ham- 
mered gold foil and other papers 
makes an attractive display for spe- 
cialties. 


LEBANON PAPER Box 


New York Office, 51 Madison Ave. 


Lebanon, Pa. 
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Widening the Market for Ink Sales 


(Continued from page 38) oped which within the first | 
month, indicate that they will be an important factor in | 


the distribution of this product. Another interesing 


point is that, in this package, ink is being purchased for | 
gifts—something that has never been done before. The | 
success of this new appeal to the public may be gauged | 
by the fact that the first lot made in the factory was | 
sold before production could be started on the second lot | 
The latter was five times the size of the first and has aisc | 


sold very quickly. Consequently this experiment has de- 
veloped into a new line of great value. 

The Jewel Case, as shown in the illustration, is ar 
attractive ornament for any desk. The box is coverec 
with silver paper, on the top of which is a silhouette of 
a young woman, suggestive of an old fashioned minia- 
ture set in an oval frame. There is also a wevy black 
ribbon design and appropriate lettering. This was all 
based on a careful study by a prominent New York 
artist in order to determine the accuracy of every detail 
of the period represented. The base of the box is black 
with silver lettering. When the cover is removed the 
fronts of the four ink bottles are exposed. The back 
and sides of the box are high and the front low so that 
the labels on the bottles are displayed. Each label is 
colored to correspond with the color of the ink. The 
caps are of b'ack phenol resin. 


Two new products by McKesson & Robbins, Inc.— 
Cala Cream for poison oak and peison ivy and Saba 
ointment for skin disorders—make their appearance 
in new packages and new display containers. In color 
and design both of these packages differ from those 
which have been generally used by this company, al- 
though the identification, as applying to other pack- 
ages of the company, ts unmistakable. Tubes are 
manufactured by New England Collapsible Tube 
Co.; cartons and displays by Atlantic Carton Co. 























In the 


President’s Office 


Today, label and carton problems 
are carried right into the executive 
offices. The modern executive 
knows the power of the package 
to create good-will and build sales 
—and many of the leaders call 


‘*U S”’ into conference. 


For guidance in color and design 
—for keen sense of merchandising 
values—for reliability as a source of 


supply—you, too, canrely on‘*‘US”’. 





TRADE MARK INFORMATION 
Don’t adopt new brand names without making sure they 
are available. Consult US” Trade Mark Bureau — 
the service is free. 











“Color Printing Headquarters” 


THE UNITED STATES PRINTING & 
LITHOGRAPH COMPANY 
CINCINNATI BROOKLYN BALTIMORE 
312 Beech St. 212 North 3rd St. 112 Cross St. 
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Strength 
Economy 


Modern packaging demands all of these 
features, and in Cleveland Tubes and 
Containers you get just this combina- |, nn 
tion. You will find a size and type for picker above 
practically every packaging need in the ag in 
Cleveland line, and you will also find “ieveland 
that they are priced to appeal to your 
pocketbook. Write for complete details, samples 


and prices now! 


THE CLEVELAND CONTAINER CO. 
10421 BEREA ROAD, CLEVELAND, OHIO 
Detroit Pittsburgh Hoboken Philadelphia Rochester Chicago 








The 
AMERICAN HOTEL 


275 ROOMS WITH BATH 
$2.00 Up 





The ANNEX 


226 ROOMS WITH BATH 
$1.50 Up 


The AMERICAN “HOTEL 
MARKET ar SEVENTH 


The AMERICAN ANNEX 
MARKET ar SIXTH 


Our Food has made 
our Reputation 


COFFEE SHOP OPEN 
UNTIL MIDNIGHT 


























WHEN ORDERING 


CORRUGATED or SOLID FIBRE 
BOXES 


MOT - . 
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"hl Man 


©) 





ROBERT GAYLORD, INC. 
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GENERAL OFFICES~+~ SAINT LOUIS 





deosicits Non-curling. Newly 
to, produce one of the most 
errs on he. market. 


samples. of METALOID 
me om file to receive new 














Trends in Decorative Papers 
(Continued from page 60) 


“This year people are looking for cheaper grades of 
material than ever before; in fact they expect it. This 
applies to papers as well as wrappers. They want 
fewer colors and simpler designs such as those used 
years ago. The modernistic trend of designing is prac- 
tically through. 

“Although we have a line of over-all papers, the in- 
quiries received on same are few, in comparison to what 
we receive on our lithographed wraps.” 


“The use of gold and silver papers in the packaging 
field is still in vogue. We find that besides using these 
papers as a basis on which to print the boxwrap design, 
embossing patterns are beginning to be used in greater 
volume.” 


“Foil backed papers will continue in popular demand ; 
plain and hammered metals in silve:, gold and copper 
with shiny and matt finishes. There is developing, 
however, a trend to tints and pastels and the new year 
should show some welcome innovations in this respect. 
Embossed metals will carry over the more popular de- 
signs and be enriched by compellingly new patterns. 
There is a tendency toward more heavily embossed pat- 
terns, the first of which should appear fairly early.” 


Acknowledgement is made to the following companies 
for their expressions in the foregoing summaries: 


Artcote Papers, Inc. 

Beekman Paper & Card Company 

M. H. Birge & Sons Company 

Chicago Paper Company 

Louis Dejonge & Co. 

Hampden Glazed Paper and Card Company 
Harris Importing & Exporting Co., Inc. 
Hazen Paper Company 

R. R. Heywood Company 

Hughes & Hoffman 

Matthias Paper Corporation 

Middlesex Products Company 

Nashua Gummed & Coated Paper Company 
Reynolds Metals Co., Inc. 

C. R. Whiting Co., Inc. 
Whiting-Patterson-Supple Company 


Simplified practice recommendation R125-31, en- 
titled waxed tissue paper is now available in printed form 
and can be obtained from the Superintendent of Docu- 
ments, Government Printing Office, Washington, D. C. 
This simplification program, which was proposed and 
formulated by the industry, provides for the elimination 
of many varieties of raw stock used for this material, as 
well as many sizes of sheets and lengths of household 
rolls. Of special interest is the elimination of the 400 
sheet ream which has been in use in at least one section 
of the country. 

It is also provided in the recommendation that all pack- 
ages of waxed tissue paper, including consumer pack- 
ages and shipping containers, be clearly marked to show 
quality, size and count. 
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Make them 
REAGH FOR 





WS-326 Two Basket 
Candy Rack 


Retail sales of candy are 90% suggestion. Catch the cus- 
tomer’s eye with your neatly packaged product. He reaches, 
and the sale is made. The way to get that valuable display, 
by which dealers can double and redouble your sales, is to 
furnish Union Display 
Racks — neat, collapsible, 
easily shipped—low priced, 
can be furnished free or at 


cost. 


WS-323 Revolving 
Nut Rack 


Send for Bulletin illustrating 
many styles. 


UNION STEEL PRODUCTS COMPANY 


521 Berrien Street Albion, Mich. 


iT N | 0) N ATTY Wire 


DISPLAY RACKS 
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How much was your loss on return goods last month? 


What portion was due to evaporation or leakage ? 


Check this up yourself! 
‘“FILMASEAL” —(the double seal of cap and film) has 


eliminated this loss for many well known concerns. 


Send us your package to ‘““FILMASEAL” and return to you. 


FERDINAND GUTMANN & COMPANY 


BUSH TERMINAL NO. 19 BROOKLYN, N. Y. 


Bottle Closure Specialists since 1890 


METAL SCREW CAPS 
SANISEAL METAL CAPS DISTILLED WATER CAPS 
CROWN CORKS SPECIAL PURPOSE CAPS 
FILMASEALS POUR-OUT 


Trade Mark Reg. 


Pats. Pending 
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CHRISTMAS 


ARTONS 
THAT 








A SUGGESTION 


to MAKERS and USERS 


of 
Christmas Cartons 
V 


Falding orn 


LOWE PAPER COMPANY 
RIDGEFIELD, N. J. 


THIS INSERT IS 
RIDGELO CLAY COATED BOXBOARD 
COATED WHITE TWO SIDES 














































SAVE TIME! STOP 
at the BISMARCK 


The BISMARCK is close to 
the wholesale district . . . 
on La Salle Street . . . in 
the theatre district . . . 
three blocks to Mer- 
chandise Mart. 


Quiet, outside 
rooms ... super- 
comfort beds . 
soft water for bath 
- + mail signal in 
each room .. re- 
nowned cuisine 


Rooms with bath, $3.50, 


Rooms without 
bath, $2.50. 


Otto K. Eitel Write for Booklet wth 
Manager 
Downtown Map 








RANDOLPH AT LA SALLE 





IN SIZE, 


IN PRICE 


ONE ENTIRE FLOOR DEVOTED To 
SAMPLE ROOMS 4/Hhe new 


@VERNOR 
@INTON 


HOTEL 
SIZ ST.aid TU AVENUE 


[OPPOSITE PENNA. R:R:-} 
B. & O. BUSES STOP AT DOOR 


++ NEW | eee 


Ages 1200 ROOMS EACH WITH- 
‘ty BATH ,SERVIDOR & RADIO 


LATZ MK 








service of hospitality. 


$4, $4.50, $5, and $6. 











uccessful 











sealing of 
MOIST UREPROOF 


TRANSPARENT 
CELLULOSE 


is largely a matter of using the right 
adhesive. The character of the ma- 
terials to be glued and the manner 
in which the work is done—must be 
taken into consideration in deciding 
on the correct formula. 

If you will write us fully as to 
the nature of your work, we will 
gladly send you a sample of adhesive 
of the correct formula, for testing 
purposes. 















































Unexeelled Display Value! 
That’s one of the advantages of a Chicago Molded 
Container. It provides a setting of unusual charm 
and beauty for the product and thus helps to sell it. 
Let us show you how you can make a more effective 
presentation of your product in a specially designed 
Chicago Molded Container. Your inquiry will receive 
prompt attention. 


CHICAGO MOLDED PRODUCTS CO. 
2149 Walnut St., CHICAGO, ILL. 
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MODERN PACKAGING 
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TRY THIS DELICIOUS HOT WEATHER DISH 


MADE FROM TOREX 
PACKED IN 
PEERLESS TUBES 


mae)... 


(Cold Bouillon) 


IY tablespoonfuls Torex. 
5/2 cups Hot Water. 


4 tablespoonfuls Geltaine in !/2 cup Cold 
Water. 


1/3 teaspoonful Celery Salt. 

Yo teaspoonful Worcestershire Sauce. 
V4 teaspoonful Pepper. 

Vz teaspoonful Salt. 

2 tablespoonfuls Lemon Juice. 


Add dissolved gelatine to hot Torex 
Liquid and seasoning. Mix. Chill. Serve 
on lettuce with mayonnaise. 


Sanitary packaging does not necessarily 


packaging. Pack in tubes, conveniently 


Here is one product that proves that 


learning that foodstuffs — = on) in tubes are sanitary besid 
: , Victallclal aan come iiee 


eXcHlare Baxctorolslolaaler-] alae, conve us 
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leader of a great movement, has chosen Peerless not only because o 


of Peerless lithography but further because continued use of d 


which will preserve and outlast their contents. 
The International Products Coporation consulted Peerless for pe 


fications. Call upon us for packagi na your foodstuffs in tubes. 





“What a 
DIFFERENCE 


Today, hundreds of new consumers will use your 
product. They will compare it with the others they 
have tried. Unless it reaches them in prime con- 
P 
dition, how can they judge it fairly? And what 
y juag ; 


about future sales if they do not find it at its best? 


A container that does not properly safeguard the 
product is a needless (and costly) handicap— 
whether the product be coffee or paint, tobacco 
or cosmetics, crackers or drugs, or one of hun- 
dreds more. But it is a handicap which American 
Can Company customers are rarely forced to face. 
For to Canco research and Canco engineering, the 
problems of product-condition are far from new. 
For many years, and in many fields, they have 
developed containers that win hands down the 
fight with atmosphere, distance, time. Without 
these Canco minds, many of the problems might 
still be left unsolved. Without these containers, the 
history of many a famous brand might yet re- 
main untold. 


It is expensive enough to get new customers to try 
your product. It is far more costly to disappoint 
them. If an improper package is the obstacle be- 
tween your company and greater sales, perhaps 
the American Can Company, with its rich experi- 
ence, can break that barrier for you—as it has 
done for so many customers, large and small. 


AMERICAN 
CAN COMPANY 


230 PARK AVENUE 
NEW YORK CITY 
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